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REGULAR GLOSSIROLL with CROWN TINSEL—Only 48”x25’. 

Another brilliant Xmas and Winter effect with the glitter only 

on the crown of each flute. Available only in 4 colors— 
White, Green, Blue and Red. 


__ellltnatanaa atl =n XP8—CHRISTMAS REPEAT—36” x 17’ approximately. 


” , Printed in 6 colors 
XP7—DEER ON MOUNTAIN SCENE—40" x 16 approxi- 
mately. Printed in 3 colors. AEE MP, aN AE 


EXCELSIO 


PAPER SPECIALTIES CO., Inc. 


Dept. D 
640 WEST 57th ST., NEW YORK 
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"The old saying is that ‘Goods well bought are 
half sold.’ This is not quite true today because of 
the importance of proper display. Granted that 
you have a good sales force, they still will be 
severely handicapped without the headstart that 
comes from the modern display of merchandise. To 
do this, the display department must have the ideas, 

@ Inspiration, and the tools to work with. They 
won't have time to conceive these ideas all by them- 
selves, therefore they will need contact with good 
‘splay resources more than ever in 1938.”—Rich- 
ord M, Thompson, superintendent, R. A. McWhirr 
Company, Fall River, Mass. 


OUR NEXT ISSUE 


Winding up a year that has been a very 
successful one for both display in general 
and DISPLAY WORLD in 


December issue will warrant attention even 


particular, the 


from harassed displaymen in the midst of the 
holiday rush. Among the twenty or more 
features will be an article and photographs 
of displays tying-in with the Ballet Russe de 
Monte Carlo, which will be seen in sixty prin- 


cipal cities between now and March. 


THE COVER 


Pictured on this month's cover is one of the 
magnificent bits of sculpture which will character- 
ize the Golden Gate International Exposition, 
The photograph 
shows one of the many ship's prows to adorn the 


which opens early next year. 


exhibit palaces flanking the Court of the Seven 
Seas. The figurehead, symbolical of “Adven- 
ture," is the work of P. O. Tognelli, San Fran- 
cisco sculptor. An article and photographs 
describing the art work of the Golden Gate 
world's fair will be found elsewhere in this issue. 
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Manhattan’s Social Season 
Inspires Topical Displays 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 
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The arrival of November is heralded by ap 
undercurrent of excitement along Fiith aye. 
nue, for this month launches Manhattan's 
great social season and provides displaymen 
with a wealth of topical ideas on which to 
base spectacular window promotions. 

Football, always a prolific theme, is still 
at its seasonal height; the dramatic possi- 
bilities of the phenomenally — successful 
Ballet Russe were never more brilliantly 
exploited, and each year at this time the 
fanfare and color of the annual Horse Show 
at Madison Square Garden is greeted with 
a sweep of windows that sparkle with beauty, 
elegance, and glamour. 

In the meantime, many of the stores have 
started the Christmas ball a-rollin’ with 
newly installed card shops—first gun in the 
forthcoming holiday displays which, from 
all indications, will be more colorful and 
elaborate this year than in many seasons 
past. 

The first glad rush of the holiday spirit 
was inspired by Franklin Simon’s charming 
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—On the opposite page, at top, is an inte- 
rior display as seen at Franklin Simon's; 
below, a display by Beaumar Jaimes, for the 
same store. . . . At the right by Irving 
Eldridge, R. H. Macy & Co.; center, by 
Dana O'Clare, Lord & Taylor; below, by Hal 
Williams, B. Altman & Co. ... (All photo- 
graphs by courtesy of Worsinger Window 
Service, New York City)— 


“Christmas Card shop” recently installed on 
the main floor and carried out in a delightful 
color plan of turquoise blue, white, and gold. 
A series of lighted shadowboxes make up 
the wall treatment, each of these framed 
in gilded wood in the manner of old-fashioned 
daguerreotypes, over which clear cellophane 
is stretched to simulate snow-flecked glass. 

Through the circular frame opening can be 
seen gay Yuletide figures done in bright pas- 
tels on the white walls and suggesting those 
favored Christmas card themes of couples 
carrying gift packages, and children sleigh- 
ing or grouped about the Christmas tree. 
Blending art and reality, actual little gilt 
parcels and Christmas tree ornaments pick 
up the highlights of the painted scenes. 
Beneath them are piled attractively wrapped 
gift boxes in fascinating shapes and sizes. 

The alternating wall panels are finished in 
the predominate turquoise blue framed in 
narrow gilt strips and clustered with cards 
and painted snowflakes airbrushed in win- 
tery white. The snowflake patterns are re- 
peated on the turquoise counter and the 
stools are finished in a matching tone and 
cushioned in white leatherette fabric. A 
ribbon motif in turquoise, gold, and magenta 
is carried around the white overhead val- 
ance and the white swinging sign over the 
entrance has the title “Christmas Card Shop” 
in turquoise lettering adorned with gilt stars. 

“Orchids and Champagne” is the inspira- 
tional title for the Franklin Simon window 
which in its gay sophistication suggests a 
Cole Porter tune. Presenting “ ... gleam- 
ing lame for star-spangled evenings .. . 
keyed to . . . Helena Rubenstein’s Orchid 
Make-Up and Champagne Rose Powder’— 
Display Director Beaumar Jaimes features 
a similar tie-up throughout the series, doing 
each of the four windows in a different color 
of metal foil. 

Pale blue is used to cover the great, tilted 
champagne glass held in position by the 
broad streamer of purple satin which ripples 
gracefully out along the blue foil-covered 
floor. The live orchids are shown on the 
base of the glass and resting against it, the 
purple lettered scroll card flanked on either 
side by the featured cosmetics and acces- 


‘sories in the orchid tones. Lights within 


the glass play over the faces of the manne- 
quins whose dancing poses carry out the 
mood of frivolous gaiety. Gold, green, and 
pink foil make the settings in the companion 
windows—the walls all done in a soft neutral 
gray. 

“Macy’s Fashion Watch Goes For A Ride” 
announces the text in the window seen at 
the top of the page, where Display Director 
Irving Eldridge, R. H. Macy & Co., presented 
formal riding habits in a tie-up with the 
National Horse Show. The equestrian theme 
I$ carried out by the white horseshoe with 
its decorative motif, in relief, of coachmen’s 
hat, hunting horn, field glasses, and stirrups. 
The walls, platforms and pillars are all in 

[Continued on page 49] 
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Display Will Be Influenced 





Displaymen who recall the Century of 
Progress and the Paris Exposition will like- 
wise recollect the tremendous effect they 
had on display in the use of light, color, 
structure, and the like. It is a safe predic- 
tion that the two world fairs scheduled to 
open early in 1939 will exert an even greater 
influence on the display field. Idea-provok- 
ing works of art will be used lavishly, both 
at the New York World’s Fair and at. the 
Golden Gate International Exposition, San 
Francisco. Novel uses of animation, color 
lighting, advanced building design, and a 
host of other factors of interest to the dis- 
play field will be found on every hand. 

Perhaps the most impressive feature of 
the Golden Gate International Exposition 
on San Francisco bay will be the magnifi- 
cence of its sculpture and painting. Hun- 
dreds of inspiring figures will carry out not 
only the decorative and architectural unity 
of the exposition but portray the under- 
lying themes of the various courts and pal- 
aces as well.. From such colossals as the 
70-foot figure: of Pacifica to the tiny niche 
figurines, bits of plastic art and detailed 


staff work, all will afford inspiration for 
visiting displaymen. 

Entrance to the exposition proper will be 
between the Portals of the Pacific. These 
main gates, designed by Ernest E. Weihe, 
rise step by step to crowning turrets 120 
feet high in the form of elephant heads and 
howdahs, age-old symbols of pageants and 
pleasures. (See illustration at lower right 
on the following page.) These surmounting 
figures as well as the ones on the lesser 
gates were created by Donald Macky. 

The visitor then comes into the Court 
of Honor. In the center of this enormous 
circle is the 400-foot Tower of the Sun. 
Instead of a solid shaft, the lanterned spire 


—The beautiful figure at the lower left will 
decorate the Hall of Air Transportation; it 
is the work of Carlo Taliabue. At the lower 
right is a small section of a gigantic bas- 
relief, "The Dance of Life,” by Jacques 
Schnier. The figures are covered with silver 
leaf. All photographs shown on this and the 
next page are of sculptures to be a part 
of the Golden Gate International Exposi- 
tion— 


By World Fairs?’ Art 


is lifted over tall slender arches. For the 
niches in this tower, O. C. Malmquist has 
done a series of statues depicting the various 
winds and the signs of the zodiac. Syr- 
mounting the lofty spire is a huge phoenix, 
symbolizing the rise of San Francisco from 
the ashes of the disastrous fire of 1906. 

Man’s conquest of the oceans of the world 
is expressed by the architecture, sculpture, 
and painting of the Court of the Seven Seas. 
Almost 1,000 feet long and 200 feet wide, it 
extends from the Court of the Pacific to the 
central Court of Honor. Rhythm of tremen- 
dous scale is obtained by the equal spac- 
ing of sixteen 60-foot pylons along its 
sides. Crowning these pylons are spirited 
prows of galleons, each graced with a 
winged figure representing the Spirit of 
Adventure, the work of P. O. Tognelli, as 
shown on the cover of this issue. High up 
on the walls between these major motifs are 
spaced a trilogy of sculptural panels by 
Tognelli depicting ‘Exploration,’ “Trade” 
and “Commerce.” 

At the northern terminus of the fair’s main 
axis is the Court of Pacifica. East and west 
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walls of this court, designed by Timothy 
Pflueger, will carry gigantic murals built 
of marble, metals, enamels, and glass. One 
of these murals, which is being done by 
Margaret, Helen, and Esther Brunton, will 
be virtually the “theme piece” of the expo- 
sition, emphasizing the fair’s underlying 
motif—Pacific peace and unity. This great 
panel will be called the “Peacemakers,” and 
will be 144 feet long and 57 feet in height. 
It will be made up of 270 units, 4 feet by 
8 feet in size. While painted in striking 
colors, the mural will be in relief. Set in 
place 16 feet above the ground so that the 
top will reach a height of 73 feet, it will have 
a commanding sweep of the court. 

Southward from the Court of Honor, the 
Court of the Moon opens out to disclose a 
series of gardens and pools. At night the 
resources of artificial “moonlight” will en- 
hance the charm of this court and its beau- 
tiful landscaping. Ettore Cadorin has fash- 
ioned two pieces of sculpture—“The Moon 
and the Dawn” and “The Evening Star,” for 
this court. 

To the south of the Court of the Moon 
are the South Gardens with their great 
pool and fountain with a capacity of 406,000 
gallons of water. Around this fountain 
will be grouped the works of Haig Patigian 
—called “The Earth Dormant,” “Sunshine,” 


“Rain,” “Fruition” and “Creation.” 

On the walls of the two South Towers 
flanking these gardens will be several fine 
In the easterly tower Helen Forbes 


murals. 





DISPLAY WORLD 


is doing two panels painted on canvas 7 
feet wide by 16 feet high, while Dorothy 
Puccinelli is. decorating two walls of the 
tower. in the same manner. 

Directly east from the main court is the 
Court of Reflections. Over the entrances 
leading into this court are the two contro- 
versial bas relief figures of David Slivka, 
“Abundance,” and “Fertility.” Four relief 
panels by Michael von Meyer representing 
“Beauty,” “Knowledge,” “Music,” and “La- 
bor” will grace the walls. 

Leading from this court into the Court 
of Flowers is the magnificent Arch of Tri- 
umph. Designed by L. P. Hobart, this struc- 
ture stands 105 feet in height with an arch 
opening of more than 90 feet. For the west 
face of this arch Jacques Schnier has done 
two stylized eagles representing the United 
States. Two mural panels on the inside face 
of the arch, each 10 feet wide and 44 feet 
high, are being done by Hugo Ballin. Two 
decorative panels on the buttress of the east 
side of the arch are being fashioned by 
William Gordon Huff. 

One of the most colorful areas will be 
the Court of the Flowers. Five fountains 


—At the lower left is shown one of the 
figures for the Court of Flowers, by Olof 
Malmquist; this one is entitled “The Rain- 
bow." At the right, below, is one of the 
elephant towers which surmount the Portals 
of the Pacific, th emain entrance to the 
Golden Gate International Exposition— 


will be 
Lewis 

rises from a circular basin just beyond the 
Triumphal Arch. The dominating piece of 


found in this court designed by 
P. Hobart. The largest of these 


sculpture for this fountain was fashioned 
by O. C. Malmauist, as were the lesser 
figures around its base. The main figure is 
that of a woman, which is called “The Rain- 


bow,” seen in the lower left illustration 
on this page. 
Choosing oil for his medium, Millard 


Sheets is doing a trio of panels for the 
walls of one of the palaces abutting the 
Court of the Flowers. Each panel, 20 feet 
wide and 37 feet high, will be framed by one 
of the graceful colonnades extending around 
the court. The first panel depicts the Span- 
ish period of California history. The second 
depicts the days of °49, and the third is 
dedicated to “California—Land of the Sun.” 
A cosmopolitan atmosphere will be found 
in the Pacific Basin, eastward of the main 
east-west axis. Here will be concentrated 
the buildings of foreign Pacific govern- 
ments around broad lagoons, spanned by 
bridges to symbolize unity. Structural 
shapes of these small governmental build- 
ings and groups will reproduce native forms. 
Jacques Schnier has decorated the north 
wall with a bas relief representing the 
“Dance of Life” (see illustration at the 
lower right on the opposite page) and the 
south wall with male and female figures. 
For the Pacific House, the theme building 
[Continued on page 47] 





If I were asked to give a universal for- 
mula which would result in the successful 
administration of either a display studio or 
department I should say, “Hire specialists 
in all essential departments and provide for 
central coordination of all these depart- 
ments.” 

Every display studio has two big problems. 
First, what to do; second, how to do it. 
These two big problems should become the 
responsibility of two subdivisions of the 
organization — planning and_ production. 
Every successful studio or shop can attribute 
its success to the correlation of these two 
departments. This correlation must be done 
by a head who is thoroughly sympathetic to 
all the possibilities and limitations of each 
of these departments, so that he will make 
the most of all possibilities and recognize all 
limitations. This head will not waste money 
on things that can’t be done but will spend 
the limit on things that can be done. On 
this one fundamental of management rests 
the success of every display studio. And the 
greatest qualification for this successful 
management is experience. It is not neces- 
sary that all personnel should have experi- 
ence. Many times fresh, original ideas come 
from the uninitiated, but these ideas must 
be edited by an experienced manager. 

Let us first consider the problem of hiring 
studio personnel. All personnel should be 
of the type that will produce the kind of 
work that the studio is capable cf selling. 
The head of the studio can decide this if he 
will stop and consider what type of market 
he can sell. 

Like all retail organizations, he can oper- 
ate in his middle market and up, or his 
middle market and down. This up-and-down 
market is a price market. If he is working 
in the higher priced market, his personnel 
will be a higher priced personnel. If he is 
working in a lower priced market, his per- 
sonnel will be a lower priced personnel. If 
he attempts to work in both markets, he will 
in one case lose money due to over-priced 
help; in the other case he will lose new 
business due to poor quality work done by 
lower priced help. Therefore, let each studio 
head decide which type business he will go 
after. There is plenty of volume and profit 
in both if he will concentrate on one or 
the other. But if he attempts to hit both 
markets with one type personnel—he will 
go out of business. 

We discovered five years ago that we were 
losing money because we had not clarified 
our position in the field. No system gov- 
erned our management operation. It was 
of a loosely-knit, haphazard nature. We 
took each job as it came along and let it go 
through the shop with no system. We dis- 
covered that frequently our estimates were 
too high. Our costs of planning and pro- 
duction were too high because of waste in 
management costs. Our first inclination was 
to cut these costs. However, we found this 
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Display Studio Problems 


lil. ADMINISTRATION 


By ALBERT BLISS, President, 
Bliss Display, Inc., New York City 


left us short-handed or left us with inferior 
management. We then discovered that by 
adding to our management costs and by 
systematizing management operations, that 
these added costs made it possible for us to 
do an increased volume at a lower cost. This 
made it possible for us to lower our selling 
prices. 

Let us consider the planning department of 
the studio—the department that determines 
what is to be done. In our shop this de- 
partment consists of three heads. Each head 
has been trained and experienced in one of 
three types of work. 

One head is a trained stage designer, an- 
other an interior architect, and the third an 
advertising layout man. Each of these three 
heads is a capable sketch artist and can 
produce thoroughly workable ideas and 
sketches for an advertising display, incorpo- 
rating the talents that he has developed. 
These three men are controlled by the co- 
ordination manager, mentioned above, who 
decides which man shall work on any given 
planning job. This manager can only decide 
which man he will use after he has decided 
the merchandising requirements of each spe- 
cific job. The manager has an assistant 
whose sole duty it is to report to him all 
merchandising trends. This assistant is a 
stylist who has had great experience in two 
large New York stores, contacting manu- 
facturers in all divisions. She combs all 
markets and reports existing merchandising 
conditions and future trends. 

On large jobs it is our general practice 
for the manager of planning to call a meet- 
ing of the three design heads and the mer- 
chandising stylist. A general discussion 
takes place concerning what to do. As a 
result of this discussion, it is decided whether 
to make a sketch or model or both for the 
particular job. At the same time, it is de- 
cided how to do the job. Usually, the man- 
ager has a rough idea of what the customer 
is prepared to spend on the work. This is 
important, as he eliminates the cost of pre- 
senting plans that are too expensive. 

The presentation plans are then finished, 
incorporating the best of each man. No 








MORE STUDIO ARTICLES 
ON THE WAY 

This helpful article marks the third 
in the series on display studio prob- 
lems. But there are more coming: 
H. W. Morton, display manager, Cole- 
man Lamp & Stove Company, Wichita, 
will soon be represented with a valu- 
able contribution on costing and de- 
partmental records, while Howard 
Williams, president, Co-Operative Dis- 
plays, Inc., Cincinnati, is working on 
several more articles on construction 
kinks. 
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plan is presented that is not thoroughly prac- 
tical to carry out. Broken-down estimates 
are made, so that the customer has an oppor- 
tunity to decide what to eliminate if the 
entire job is too costly. 

After the customer has approved and 
placed the order, the production department 
begins to function. Our production depart- 
ment is headed by one of the planning heads, 
namely, the interior architect. We have 
found that this means efficiency because he 
has been in on the original planning and 
cost estimation. He makes all shop drawings 
and specifications because he is a trained 
architect. By doing this, we have eliminated 
many errors in production. Under this 
architect, we have six departments—carpen- 
ter, mechanical, painting, art production, 
coach metal work, and compositions. Each 
of these departments has its foreman who is 
an actual working craftsman. 

As a general rule, we do not require that 
our help must have had experience in display 
work. We would rather use a superb crafts- 
man from some other field and adapt him to 
our own problems. In this way we find that 
many new sources for producing displays are 
open to us. 

As a matter of interest, we have always 
stressed the planning and production of our 
work over the selling of our work. We have 
found it unwise to drive indiscriminately for 
new business through the efforts of salesmen. 
Our salesmen were originally designers who 
thoroughly understand all problems of plan- 
ning and production. It is the job of these 
salesmen primarily to advise a client rather 
than bring in new business. We have found 
that it is very easy to sell a new customer 
the first job, but if this job is not satisfac- 
tory from the standpoint of price, quality, 
and sales returns to him, we can not sell him 
again. With this in mind, our salesmen are 
all cautioned to think in terms of repeat 
business rather than an initial order. 

From the above descriptions of these man- 
agement operations, it is possible to con- 
clude that these operations represent an in- 
ordinately high over-head cost. This is not 
true, as we have found that these manage- 
ment operations have resulted in a_ great 
increase of volume. We have eliminated the 
cost of overlapping responsibilities and au- 
thorities which existed under a lower priced 
and loose management. For example, with 
our old management, costs were approxi- 
mately $10,000 a year. This management 
could produce only $150,000 of business. By 
increasing the cost of this management to 
$17,000 a year and organizing it as men- 
tioned above, we are able to produce over 
$300,000 of business per year. 

This alone should emphasize the necessity 
for building your organization by using the 
formula—“Hire specialists in all essential 
departments, and provide for central coord!- 
nation of all these departments.” That road 
leads to success. 
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I believe that backgrounds have a very 


definite function in display. They attract at- 
tention and no window, however good other- 
wise, will produce results unless people look 
at it. Secondly, the background used prop- 
erly will dramatize the merchandise and 
make it more important. 

The background may be realistic, dec- 
orative, or symbolic. But whichever it is, 
it should tie in with the merchandise, frame 
the merchandise, but never detract from 
the merchandise. 

Blue dresses placed in a window will be 
just blue dresses but the proper background 
will make the shopper say, “Oh, there is 
that new shade—Caribbean Blue!” That's 
what the background is for. 

We recently did a front barrage of win- 
dows on the theme “So British,” showing 
tweeds and plaids, as illustrated. The mer- 
chandise was not unlike that shown in al- 
most every window in town but backgrounds 
made it seem very, very important as a 
style note. 

These backgrounds were unusual, as they 
combined photography with built-up, painted 
properties for very realistic effects. 

I don’t believe in using backgrounds for 
their own sake—just because they are beau- 
tiful or unique. They must be suggested by 
the merchandise and become part of it so 
that both form a picture and an idea. Sym- 
bolic backgrounds must not be so vague 
that the public does not readily see the idea. 

The merchandise must be the important 
note and not the background. This does 
not mean that the merchandise must be 
the first thing one sees, but rather that it 
be the last thing one sees. 

How simple should backgrounds be? I 
think that it determined by the idea. Sim- 
plicity is always desirable but sometimes 
the idea can not be expressed without a 
certain amount of elaborateness. I do think, 
however, that the trend is toward simplicity. 

The placing of mannequins should be de- 
termined by the background. If the setting 
is realistic, the figures should be in realistic, 
life-like poses; if the setting is decorative, 
use platforms and formal arrangement of 
mannequins. 

I, personally, dislike the use of realistic 
backgrounds when headless forms are used 
and I use drapes only with decorative 
settings. 

I never advocate planning backgrounds 
and then getting merchandise to go with 
them. Line up the merchandise first—find 
out what there is about it that is important 
and then design your setting. Do the back- 
ground that seems natural. It’s usually the 
first idea you think of. Don’t make it far- 
fetched or too subtle. 

As this is written we are putting in our 
windows some daytime dresses with the new, 
short, full skirt they call the “Skating Skirt.” 
This, then, is the important feature of the 
dress. Therefore, we will build a_ back- 
ground setting depicting a winter carnival 
with a skating figure as the center motif and 
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~ Like Backgrounds” 


By JEROME E. WALTER 
The Namm Store, Brooklyn 


the copy reads “Introducing the New Skating 
Skirt in Daytime Dresses.” 

Many displaymen shy away from back- 
grounds in the belief that they carry away 








But when prop- 
erly used, they make the setting more natural 
—make it easier for the shopper to visualize 
the use and appearance of the merchandise. 


attention from the apparel. 
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Through The Looking Glass 
With Sears® Display 


Sears Roebuck & Co., Chicago, last week 
raised a corner of the curtain to give the 
display field a pre-view peek at what the 
firm’s holiday window show is going to 
look like. 

For months past, artists, craftsmen, and 
display experts one and all have been work- 
ing in the Chicago headquarters of the big 
retail organization, plotting out, setting up, 
and shooting the Christmas display program. 
Window displays like the ones shown here 
are set up in complete detail—right down 
to the last price ticket—and forwarded to 
the stores with complete information, floor 


plans, and sketches showing how to install 
the displays. 

The Sears show this year surpasses some 
of the department’s best efforts of the past 
twelve months. The department responsible 
is called “The Store Planning and Display 
Department” and covers all branches of 
merchandise presentation from the building 
of stores to the designing of posters. L. S. 
Janes is head of this division. His window 
displayman is J. M. Glaser. 

Interesting to note this year is the con- 
tinued dominant note of humor (touched on 
in the October issue of DISPLAY WORLD) 
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and the strong, but simple, use of third 
dimensional effects. 

Especially in the toy windows is the 
third dimension used to extra good advan- 
tage. In each case a slanting panel, coy- 
ered with colored fabric, runs from the art- 
work on the background down to the glass 
line. With this type of merchandise, such 
treatment provides not only an arresting, 
attention-getting layout, but a thoroughly 
logical and unusual display. 

Where possible, as in the sporting goods 
window illustrated here, the merchandise has 
been hooked right into the artwork. In this 
particular display the artwork is a felt 
applique, made up in six or seven colors, 
and the skis are the real things, fastened on 
the feet of the fallen victim. The ski poles 
are also actual merchandise. The sled rests 
on a panel, cut and fixed to imitate an ex- 
tension of the hill indicated in the artwork. 
The holiday trim is completed with cello- 
phane bells and a sprig of holly. The copy 
panel is white on red. 

Interested displaymen will note, in the 
case of such windows as that showing wheel 
toys, how an attempt was made to carry out 
the perspective by making the inclined run- 
way wider at the bottom and smaller at the 
top. Extra care and attention have been 
given the toy windows this year, as toys 
have come to be considered the spearhead 
of the holiday promotion. 

“Your Move” is the arresting title on the 
window showing books and games. The 
giant checkerboard is a fabric covered panel 
decorated with red felt squares. The figures 
of the children are cutouts of felt. It is 
interesting to note, in passing, that the felt 
applique has come back in style in the 
current Sears cycle. Since the extensive 
use of felt actually seems to run in definite 
cycles, according to the leading manufacturer 
of this material, these Sears’ displays will 
almost undoubtedly be the forerunners of 
many windows in which felt is employed. 
The chief advantages are found to be color, 
easy installation, and easy shipment—all im- 
portant to Sears especially. 

“Two by Two” they come marching 
through—and right at you, is the effect 
achieved in the display of stuffed animals, 
set off on the background with a stylized 
version of Noah’s ark. In the display of 


—In this pre-view of the holiday displays of 
Sears Roebuck & Co., Chicago, it is interest- 
ing to note the dominant touch of humor 
and the use of third dimensional effects 
which characterize practically every window. 
Artwork in the background is usually given 
accent by slanting displayers which continue 
the perspective right down to the glass line. 
These displays are part of a complete 
group worked out at..the firm's Chicago 
headquarters, set up, photographed, and 
routed out to the several hundred Sears’ 
stores. L. S. Janes is head of the "Store 
Planning and Display Department" respon- 
sible for these settings; J. M. Glaser is his 
window displayman— 
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MISS + MISTLETOE = MAS. ? 








—Third dimensional effects run rampant 
through these displays of Sears Roebuck & 
Co. Actual skis are attached to the feet 
of the falling victim seen in one window, 
while real tires are affixed to the auto- 
mobile seen as artwork on another back- 
ground. The use of felt appliques, which 
seem to appear in cycles in the display 
field, is another interesting point. Accent 
on simplicity and selling ability is stressed 
throughout this entire series— 


auto accessories the cartoon car on the back- 
ground is equipped with a pair of actual 
tires. The balance of the display is simple 
and straightforward. The panels and circles 
are all parts of Sears’ store standard display 
equipment. They are all cut to scale and 
can be fitted and used together in almost 
unlimited combinations. 

Not the least feature of the style window 
is the provoking copy line: “Miss Plus Mis- 
tletoe Equals Mrs.” The backdrop behind 
the modern figures is made up of long strips 
of serpentine paper suspended from the ceil- 
ing. 

Santa Claus atop the stepladder is just 
another instance of some of the antics 
Sears displaymen went through to make 
their Christmas show fresh and interesting. 
Colors throughout are strong reds and 
greens in the best tradition. The giant box 
shown in the lingerie window is built of fir 
plywood covered with Christmas paper. This 
device was used successfully throughout a 
number of windows. 

All the dispiays illustrated here are part 
of a window program designed and executed 
in Chicago and just recently sent out to the 
several hundred Sears’ stores. Accent all the 
way through is on two points—simplicity, 
and selling. 















New Background Paper 
Brought Out By Ace 

Display background paper, in a range of 
twelve glamorous colors, 81 inches high and 
supplied in rolls of 12, 50, and 150 yards in 
length, is now being produced by the Ace 
Paper Company, 426 West Broadway, New 
York City. Unsightly seams are avoided by 
the use of this background material, which 
has been called “Seamless Background 
Paper.” 

Combinations of purple, yellow, and greens 
are available for the coming Easter season. 
Tinsel ribbon and other ribbons can be* ap- 
plied on it with good effect in criss-cross or 
other angles, while lighter articles and nov- 
elties can be appliqued on the paper. It can 
be air-brushed or water colored, as well as 




































air-brushed through stencils in almost any 
medium, it is said. 


Scholarship Awards 


Announced 

The Academy of Display, 8 East 4lst 
street, New York City, has announced the 
two winners of the school’s nationwide 
scholarship contest. Awards will go to Pris- 
cilla Sonna, 23, San Francisco, and William 
G. Smith, 22, Woodhaven, Long Island, New 
York. Each will receive a complete course 
of training in display at the school. The 
contest requirements called for the writing 
of a description of an interesting window 
display seen and an essay dealing with “Why 
I am interested in window display as a 
career.” 
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These Firms Make 
A Part Of 


There is striking evidence on many sides 
that the better stores are extending the use 
of interior display in various ways. Not 
content merely to “dress up” the selling 
floors with special displays, shops-within- 
shops and the like, a number of firms whose 
names are synonymous with progressiveness 
in merchandising are actually incorporating 
interior display into their original plans for 


new buildings or remodeling activities. 
Among them are Lord & Taylor, New York 
City; Schuster’s, Milwaukee; Davison- 
Paxon, Atlanta; Sak’s, Chicago; Block’s, 
Indianapolis—and a dozen others, each of 
them carrying out interior plans for the 
dramatization of merchandise as well as for 
facility in selling. 

Not to be outdone, the well-known jewelry 





firm of Marcus & Co., New York City, de- 
voted much thought to design and decoration 
for the firm’s new home which has just been 
opened. The result is an outstanding exam- 
ple of coordination of color, architectural 
layout and design, and display values. 

The store design and color make a fitting 
background for the precious articles dis- 
played. Although one is impressed by the 
beauty and simplicity of the interior and its 
decoration, there is no distraction from the 
jewels themselves, as can be seen in the view 
of one corner of the salon at the upper left. 

One of the problems to be met was that of 
lighting, a particularly serious question with 
this type store. “Daylight” has been 
achieved in four different ways—the store 
facade is double glazed with louvre glass, a 
new rolled pattern with a fluted effect every 
2 inches. The designer, by crossing the pat- 
tern, has created a striking checkerboard 
appearance—and daylight is diffused through 
the glass to the major portion of the store. 
When natural illumination fails or dims, 
another form of lighting comes into play. 


—Marcus & Co., New York City jewelers, 
planned the firm's new home so that color, 
design, and display combine to form an 
atmosphere which impresses, but does not 
distract attention from the jewels themselves. 
. . . Literally a "Theatre of Fashion," Davi- 
son-Paxon's new third floor is one of the 
most beautiful to be found anywhere, with 
display being given full scope through the 
use of spotlight "stages" which catch and 
hold the attention of feminine shoppers— 
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The main showroom is illuminated with fix- 
tures which produce a soft diffused light of 
daylight quality. The private salesrooms have 
as additional equipment special carbon diox- 
ide lamps which produce light that is tech- 
nically recognized as the nearest approach 
to standard north sky light. Under the 
mezzanine, fixtures containing fluorescent 
“cold light” tubes are installed in special 
recessed luminaries. The wattage consump- 
tion is one-tenth of that previously required 
for the production of this quality of light. 

Down in Atlanta, Ga., the Davison-Paxon 
Company has brought joy to the heart of 
many a feminine shopper with a_ beautiful 
new third floor in which display is the cen- 
tral element. Called the “Theatre of Fash- 
ion” because of the unusual layout—like a 
darkened theatre lobby entrance with aisles 
radiating out to different departments—un- 
usual displays and lighting effects are 
achieved by concentrating light by means of 
concealed spotlights on specific points of in- 
terest. Further carrying out the theatre 
theme is the “Dress Circle,” the sweep of 
individual departments, as seen in the back- 
ground of the photograph at the lower left. 

The center aisle has brilliantly lighted 
“stages” on each side. On each stage are 
posed two mannequins, lighted exactly as if 
on an actual stage and facing an orchestra 
pit and an audience. The background shades 
from dark blue to pale green and each figure 
is spotlighted from above. 

Just beyond these stages are the Budget 
shop and Junior Deb shop, which comprise 
the “Dress Circle.” Directly in the center 
of the floor is the Peacock room where the 


—Down in Lexington, Ky., the firm of Meyers 

Brothers—famous for the design and crea- 

tion of exclusive riding apparel—recently 

opened a most unusual retail outlet with 

display built in as a permanent part of the 

store. The two photographs on this page 
speak for themselyes— 
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more exclusive dresses are sold. It has an 
entrance spotlighted for mannequins, and a 
wall of translucent white glass lighted from 
the rear. The domed ceiling is blue-black 
at the top and shades to pale green. The 
walls are square blocks of gold leaf, sep- 
arated by white bands and framed in bur- 
gundy walnui. Mannequins are _ posed 
against the back wall. Just beyond the Pea- 
cock room are the fur salon and the Trous- 
seau and Negligee shop, all done in bluish 
gray walnut with ice-green case interiors. 
In the center of the Trousseau shop is an 
elevated stage, spotlighted, for three manne- 
quins. Allied departments in the “Theatre 
of Fashion” are the Sports shop, in yellow, 
blue, and brown; the coat department, in 
pale lemon yellow, beige and tobacco brown 
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walnut; the millinery salon; the daytime 
dress department; the Tots and Future Deb 
departments, and the new Uniform shop in 
beige and gray, with yellow shelf edges. 

Nationally famous as designers and mak- 
ers of smart riding apparel, Meyers Broth- 
ers, Lexington, Ky.—the “Center of the 
Horse World”—recently opened a new home 
which really deserves the designation 
“unique,” as can be seen from the two 
photographs on this page. Serving as the 
local outlet for the firm’s apparel, the inte- 
rior display is built in as a permanent part 
of the store. In an atmosphere that is truly 
“horsey,” with all that that implies in the 
Blue Grass country, even fixtures and dis- 
play cases are designed to carry out a set- 
ting of infinite appeal to riders. 
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January Display Dians 
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January being the month of “White Sales” 
and “Clearing Sales,” the retailer, advertis- 
ing manager, and displayman will be striving 
to do their best to put these sales over in a 
bigger and better way than ever before in 
order to make them more successful than 
in years past. The price of almost every 
line of merchandise being greatly reduced 
this year should be of great assistance to all 
concerned. 

January white sales can be greatly em- 
phasized or they can be just an ordinary 
presentation to the public; it will all de- 
pend on just how you dish it out and just 
how much garnishing you put into it. In 


By G. ALVIN SMITH 
Display Specialist, New York City 


order to attract the prospective customers 
into the store you will have to do something 
different, something out of the ordinary. 
As one suggestion, why not do something like 
this: during this sale place white goods 
throughout the store on counters in con- 
spicuous places. The merchandise, how- 
ever, should be a special item at very attrac- 
tive prices. Each counter should be equipped 
with signs calling attention to the main 
white sale. 

White sales, however, are not confined 
strictly to one particular floor; there are 
many departments throughout the store that 
have white goods that can and should be in- 
cluded in the event. While I have shown 
several ideas in the way of interior and 
window display settings, it is possible to 
suggest other ideas that should also be of 


assistance to ail concerned in creating and 
producing settings that will assist immensely 
in putting these sales over with a bang. 
For example, you can take a small sheet 
and cut it down somewhat, then paint the 
wording “January White Sale” on it and 
hang it on a clothesline attached across the 
window background. Place a cutout figure 
of a maid in the act of hanging up the wash 
at one side of the window. Through the 
use of a fan you can keep the sheet waving 
slightly as though the wind were blowing 
it. This makes an excellent background 
with plenty of animation. Another good idea 
is to pin small napkins onto a clothesline 
strung across the back of the window. The 
wording can be worked out with a cutout 
letter on each napkin. The fan idea can 
also be used in the manner mentioned above. 
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Columns come in for a major portion of 
assistance in putting over the January sales, 
using them as a basis over which decorations 
are worked out. The first sketch shows an 
idea that can be used on an aisle column, or 
on top of a ledge. - In each case the disc worked 
around the base can serve as a basis over 
which merchandise can be displayed. The 
wording, “January Clearance Sale,”’ can be 


—In the upper left hand corner is a sug- 
gested column treatment for the clearance 
and white sales which mark the beginning 
of the new year. The uprights are 34-inch 
dowels, slotted to receive the cards... . 
Immediately above is a setting for a ledge, 
the swans, ribbon, and background to be 
made from wall board and finished appro- 
priately. .. . A window display in which an 
“information booth" is the center of interest 
is shown at the left. The canopy will appear 
to its best advantage if the wording is cut 
out and backed up with a translucent mate- 

rial and illuminated from the rear— 
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—The drum major is of wall board painted 
in natural colors. The drum head should 
be of translucent material, backed up with 
a shadowbox about 10 inches in depth. A 
flasher socket in the shadowbox will bring 
the wording on the drum into more promi- 
nence. Suspended. shelving at each side 
supports white goods, while more merchan- 
dise can be shown on the suggested dis- 
players— 


made from stiff pieces of cardboard cut as 
shown, lettered, and then inserted into slits 
sawed in 34-inch-thick dowels which can be 
painted in any suitable color to harmonize 
with the general color scheme. These can be 
held in position at sides of column by means 
of fine wire. 

A great many stores make good use of the 
ledges to feature the January white sale and 
clearing sale, therefore I am suggesting an 
idea for a ledge trim that is very flexible in 
design and one that can be used in many 
ways—complete as shown, or parts of it as 
you see fit. 

In fact it could be used as a window back- 
ground with a few revisions in composition; 
however, I will describe it as a ledge trim 
and leave the other to your ingenuity. First 
of all this unit can be placed on a raised 
platform as shown or you can place it right 
on the ledge top. The large circle at the 
back, if placed on the ledge up against a 
wall, will have to be finished on only one 
side; if it is to be used down a center aisle 
both sides can be finished. The swans and 
ribbon can be treated in the same manner. 
The waves in front of the swans are to be 
cut from wall board and painted in natural 
colors. The urn with flowers and foliage 
can be painted on the circle or built out 
with a half-section of curved wall board 
and then garnished with artificial foliage and 
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flowers. Lights can be used in conjunction 
with this set if you care to do so. 

The third sketch shows an idea that, while 
it is quite out of the ordinary for a window 
display, has many very good features that 
can be worked out to excellent advantage. 
The idea is to represent a sales booth with 
a mannequin placed inside as shown to rep- 
resent a sales person. Merchandise can be 
placed in piles around the edge of the booth 
and throughout the remaining spaces of the 
window. A canopy made from wall board 
can be suspended from the ceiling. By cov- 
ering the top of the canopy with wall board 
and by placing lights therein you can make it 
very attractive. Another very good idea 
is to use a transparency treatment for the 
wording. By cutting out the letters and 
backing them up with a transparent or 
translucent paper or cloth you have a very 
fine opportunity to bring the wording out in 
a forceful manner. 

This setting can be used in conjunction with 
the background proper or a curtain of suit- 
able material can be used instead. A few 
sprays of artificial foliage and flowers inter- 
mingled can be placed as shown to relieve 
the severeness of the set. “January Clear- 
ance Sale” in cut-out letters can be placed 
across the front of the booth if you care to 
do so. 

The main feature of the setting shown 
below consists of the drum major which is 
cut out of wall board and then painted in 
natural colors. The drum can be made up 
with a translucent effect by backing it up 
with a shadow box about 10 inches in depth. 
By placing a flasher socket in the shadow 
box you can flash the wording “January 
White Sale” on and off. Next, you can 
place a large disc in back of the cut-out 
figure so as to bring it out more prominently. 
The color of the disc will have a great deal 


15 


to do with the effectiveness of the whole 
scheme. 

The figure should be placed about 6 
inches from the disc in order to give it the 
proper relief. It should also be placed on 
top of some sort of platform in order to 
get it off the floor; also provide space in 
front of same to display merchandise. At 
each side we show a paneled suspended rack 
on which merchandise such as towels, nap- 
kins, and sheets can be shown. This can be 
made through the use of heavy ribbon formed 
into loops hung from the ceiling with cross 
bars made from glass rods or wooden dow- 
els sprayed with lacquer. The top of the 
unit is to be finished off with an enlarged 
cotton boll with leaves at each side. These 
can be made up as you see fit. The fixtures 
at each side are only suggestions as to the 
layout. 





$150 In Cash Awards Offered 
For Shoe Fair Displays 


Six cash awards totalling $150 will be 
awarded for window displays entered in the 
annual National Shoe Fair contest. The 
Fair will be held January 3-6 at the Hotel 
Stevens, Chicago. The contest will be di- 
vided into two classes, one for men’s shoe 
displays and the other for feminine footwear, 
in each of which the awards will be $50, $15, 
and $10 for the first three prizes. 

The contest is open to all stores selling 
men’s or women’s shoes. All displays en- 
tered must have been installed during 1938. 
Photographs must be 8 by 10 inches or 
larger in size, identified with the firm name 
and that of the display manager, and mailed 
flat not later than midnight, December 20, 
to the National Shoe Fair, Hotel Stevens. 
The best entries will be displayed at the 
Stevens during the fair. 
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—T. Jimmy Poitras, display and advertising manager, Morley Brothers, 
Saginaw, Mich., is a steadfast believer in the theory that the easiest way 
to sell hardware and sporting goods to a man is to present the merchan- 
dise in settings that are completely natural. Others apparently agree 
with him, for he has won sixteen national display contests during his ten 
years with Morley's. In the tool and hobby display, articles made by 


local men and boys were shown; shavings littered the floor, and a mas- 
culine figure stood before a work bench on which rested a ship model... - 
Oil paintings formed the backgrounds for the displays of hunting equip- 
ment, done in red, orange, and browns, with real cornstalks and foliage. 
The dog was done in oil, also; the other animals and birds were stuffed. 
What man could pass these displays with indifference?— 
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Aids To St. Nick 
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—Here eight displaymen demonstrate their technique in handling Christ- 
mas displays for various types of merchandise. Upper left, men's wear, 
by Jack Dean, Brooks Clothing Company, Los Angeles; upper left center, 
practical suggestions from Bullock's, Los Angeles; lower left center, foot- 
wear, by A. J. Roeder, William H. Block Company, Indianapolis; lower 
left, “Christmas on the Range," by Orville McCray, The May Company, 














Denver. . . . Upper right, fur capes and accessories, by Thorvald Munk- 

hammar, Nordiska-Kompaniet, Stockholm, Sweden; upper right center, 

toys, by Ray Putnam, Ivey's, Asheville, N. C.; lower right center, gift 

suggestions, by H. H. Hawkins, J. R. Millner Company, Lynchburg, Va.i 

lower right, men's gifts, by T. J. Seifert, G. M. McKelvey Company, 
Youngstown, Ohio— 
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FOR LUMINOUS TRANSLUCENT DISPLAYS 


COLUMNS, PEDESTALS, PLATEAUS, PANELS, LEDGES, COVES 
a 
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PASTEL COLORS! 


Soft, eye-pleasing pastel shades to suit 





























BRIGHT COLORS! 


Lamiluxe is available in a variety of strong 





bright colors for brilliant back-lighted the time and tempo of every window, 


PRE-PRINTED DESIGNS + PLAIN, PLEATED, FLUTED 


Lamiluxe is available in a variety of ready-to-use 
grades. Its marble-like appearance makes daytime 
and will provide double-life of material. adaptations without backlighting doubly attractive. modern decorator with an inexpensive 
When back-lighted after dark, the creative decorator 


effects. Also may be had in duotone or counter or aisle display need. The super- 


two-sided grades, which can be reversed translucency of Lamiluxe provides the 





Easy to airbrush or silk screen process. material with which to achieve new and 


has unlimited scope for original luminous creations. 


unk- Accessories for fabrication are available. Free samples of all grades available upon request. unusual luminous eye-catching effects. 
nter, 
gift 
- RHINELANODER PAPER COMPANY 
any, 





MILLS AT RHINELANDER, WISCONSIN 
Display Paper Products Co., Chicago . Cleveland Artificial Flower Co., Cleveland ° Artists and Display Supply Co., Milwaukee 






20 DISPLAY WORLD NOVEMBER, 1938 


| Simely, Ditpolasy Ideas... 





By JAMES KILEY 
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—Hoopskirted evening gowns are featured in this prestige window. The large picture in 
the center has a heavy frame made of 7%-by-10-inch-wide pine shelving, embellished with 
mouldings and given an antique finish with a burnt-umber glaze. The picture itself can 
be a pastel blow-up of an old print of a belle of the Victorian era. A few antiques, chair, 
lamp, etc., in one corner of the window will further tell the “Hoops, My Dear" story— 


-——An attractive corset and brassiere unit is easily constructed out of wall board, as shown. 
Three 7%-inch pine shelves are near the base. Brassieres can be shown on T-stands on the 
four shelves, spaced around the recessed circle in the center. A plum-colored satin or 
velvet pillow, supported by light blue silk ribbon (6 inches in width) and hidden wires, 
serves as a displayer for the figurine wearing an actual garment. As a substitute, the 
figure can be cut from wall board, realistically painted and embellished with appliqued 
red velvet lips and paper curls for the hair. An actual garment is pinned and draped on 
this cutout. The background is painted midnight blue and the modernistic figure outlines 
are painted in gold-metallic paint with a single stroke show-card brush— 
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—Below is a modern Santa head plaque of wall 
board. The beard, eyes, nose, cheeks, and mus- 
tache are all separate pieces, appliqued on in 
three-dimensional effect. The ring and back sec- 
tion are lined with blue metal foil paper and 
have green leaves of foil appliqued in place. 
One of these units with a 6-foot diameter makes 
a most attractive center piece— 
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—Above is another three-dimensional plaque, 

with reindeer, sleigh, and house as separate cut- 

out pieces. The sleigh and house are lined with 

red metal foil paper, with the reindeer in silver 

foil. The holly leaves are cut of blue foil paper 

and appliqued on a wall board ring covered 
with green foil— 
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Hiawatha Contest Offers 
Many Prizes 

On October 17 the Hiawatha World’s Fair 
Needlepoint contest, sponsored by the Heir- 
loom Needlework Guild, Inc., opened, to 
run until April 29, 1939. The contest is 
being conducted throughout the country by 
the needlework departments of department 
stores, and 175. prizes are being awarded for 
the best pieces of needlepoint worked with 
Hiawatha needlepoint wool. 

In connection with this contest, the Guild 
is offering $200 in prizes for the best win- 
dow displays featuring the needlepoint con- 
test, information on which can be obtained 
from the Guild. The window display con- 
test will close November 30. The judges are 
Marie Burns, Notion & Novelty Review; 
Lester Gaba, mannequin designer; Mack 
Goldman, Women’s Wear Daily; Polly 
Pettit, director, New York School of Dis- 
play; Alfred Auerbach, editor, Home Fur- 
nishings Edition “Retailing;” Adalin Pad- 
way, Department Store Economist; and 
Victor W. Sebastian, DISPLAY WORLD. 





Macy's Uses "X-Ray" 
Window Display 

R. H. Macy & Co., New York City, re- 
cently introduced an “X-Ray” window dis- 
play which drew such crowds that it was 
necessary to erect a barrier before the glass. 
No details of the operation of the display 
were volunteered by the store except that 
it was “done with mirrors.” In effect, the 
display presented two figures completely 
dressed; as the lighting changed, the gowns 
disappeared to reveal the foundation gar- 
ments beneath. 





“Alias The Salesman" 


ls Title Of New Book 

Ernest A. Lawrence, a member of the Salt 
Lake City (Utah) Display Men’s Associa- 
tion, is the author of a new book entitled 
“Alias The Salesman,” just issued by 
Pegasus Publishing Company, New York 
City. Several chapters are devoted to the 
subject of window display. 





Peter Kuempel Wins 
Blouse Contest 

First prize of $150 has been awarded Peter 
Kuempel, Chandler & Co., Boston, Mass., in 
the nation-wide display contest sponsored 
by the Markay Waist House. Second place 
and $100 went to D. M. Tice, Tepper Broth- 
ers, Plainfield, N. J., and third prize and 
$50 to Richard A. Staines, Vandever Dry 
Goods Company, Tulsa, Okla. 


J. W. Caughtry Wins 

Local Contest 

First prize in a city-wide display contest 
for St. Petersburg, Fla., has been won by 





J. W. Caughtry, Sears, Roebuck & Co. 
Second place went to Louise Letzring, 
Myrich’s. 





Okie Retained 

By Wallach's 

W. Bayard Okie, Jr.. New York City dis- 
playman whose displays have been shown 
Irom time to time in DISPLAY WORLD, 
has been retained by Wallach’s, of the same 
tity, as display consultant. 


DISPLAY WORLD 








426 WEST 





SEAMLESS 
BACKGROUND PAPER 


HIGH—S1 Inches 
WIDE—12—50—150 Yard Rolls 
HANDSGME—12 Beautifal Golors 


No messy background painting—time saver—money saver. 
IDEAL FOR BOTH WINDOW & STORE INTERIOR Displays, 


covering Pillars, Friezes, Large Wall Areas, Posters, etc., etc. 


Jobber Territory Open 


THE ACE PAPER CO., INC. 


BROADWAY, 
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NEW YORK CITY 














MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charm- 
ing, sophisticated. 

FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 

In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St., veo von, x. Y. 

















- « BAMBOO 


Put that TROPICAL Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO... 


Immediate delivery from the largest stock in the 
U. S. All sizes from 1% inch to 7 inches in diameter. 
Write for samples of 
Fabricated Bamboo and Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 
\ 6701-15 Eleventh Ave. Los Angeles, Calif. J 








« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Ensemble Displays Click 


With the Men. Foo 





By WILLIAM E. MIXON 
Kresge Department Store, Newark 


The mere man does not, of course, rank 
on anything like a par with the feminine 
shopper in the eyes of most of us who are 
concerned with retailing. This fact is un- 
doubtedly due to the experience which has 
shown us that with women shopping is a 
combination of business and pleasure, where- 
as with men it is usually a distasteful task 
to be deferred as long as possible and then 
to be got over with as soon as may be. 

Whatever the reason, however, we are so 
accustomed to think of “her majesty” as the 
source from which all merchandising bless- 
ings flow that we all too frequently over- 
look or neglect sound display and business 
practices when attempting to secure the at- 
tention and interest of the harassed customer 
of the masculine sex. 


N 
For example: It is common practice with j 








department stores and specialty shops to 
show feminine apparel as ensemble group- 
ings—presenting a complete picture. True, 
we find displays of nothing but hosiery, or 
hats, or bags—just as Lord & Taylor has 
been inaugurating a series of displays in 
which every window is devoted to one type 
of merchandise: millinery in one case, fol- 
lowed a few weeks ago by corsets. But on 
the whole the stores whose principal cus- 
tomers are women resort to ensemble dis- 
plays, many of them even employing display 
department stylists who are responsible for 
the correlation of merchandise. 

On the other hand we find most men’s 
wear displays featuring only hats or coats 
or suits; whatever accessories are shown 
seem to be more of an afterthought—they 
are played down deliberately, with some- 
thing of a “voice off stage” role. 

Why shouldn’t complete ensembles’ be 
shown more often? Men are learning to 
aim for an attractive appearance made up by 
a complete wardrobe, rather than by select- 


ing each item for its own appearance. En- 3 
semble displays of men’s wear help them to 
visualize how the apparel looks as a unit. 
Furthermore, such display naturally steps 
up the size of the-store’s unit of sale for this 
type of merchandise. It is to display what 
the time-tested “suggest the purchase of re- 
lated merchandise” rule is to the sales force. 
Smart merchants spend much time and 
money to drive home this idea to the sales 
people; why shouldn’t we displaymen apply 
the same proven, money-making formula to 
our displays in the windows or the interiors? 


—A complete outfit is suggested in each of 
these displays by William Mixon. In the 
center illustration a half-frame was used for 
the accessory background. The glass disploy 
stand, platform, and edge of frame were 
covered with green marble paper... . A | 
plastic Gothic arch formed the background 

motif in the upper and lower displays— a 
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NEW £OW PRICES 


ON THE NEW 


BEAVER BOARDS 


COLO... BENT... PEB-MET ...WOOD-GRAIN 


Made possible because of your enthusiastic 
and grand acceptance 


wee 
, i nd 


to MM you REAL SAVINGS for late Fall and Christ- 
mas Displays. These new BEAVER BOARDS IN 
CURVES AND COLORS make possible the carrying 
out of modern display treatments more QUICKLY, 
more ECONOMICALLY and more EFFECTIVELY. 


LESS 
CONSTRUCTION 
NO PAINTING 


USE OVER 
AND OVER AGAIN 


Bo a Pa . : 7 ” “7 REE! BROCHURE 


2m to 








we CONTAINING 100 GRAND IDEAS for CHRISTMAS DISPLAYS 
ste 
rs Suggestions—lllustrated ideas in colors for your Christmas window 
‘= ORDER FROM YOUR NEAREST LUMBER DEALER, ye store interiors, counters and aisles—suggestions for every 
v epartment—featuring the Toy Department. Mail this coupon today 
of re- DISPLAY DISTRIBUTOR OR DIRECT FROM for Brochure and NEW Price List—It's FREE! 
force. 

and 





sales CERTAIN-TEED PRODUCTS CORPORATION 
apply 100 East 42nd Street, New York, N. Y. 


la to 
- eae Gentlemen: 
‘1Ors: 
eA Please send me your new and original ideas for 
if Christmas displays and NEW, LOW price list. 


ea 


PRODUCTS CORPORATION 


Tel 
eC 


r GENERAL OFFICES: NEW YORK, N. Y. 
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Related Display Pays 


By KENNETH McGANNON 
Abrahams Brothers, Davenport, lowa 


As everyone connected with display knows 
by this time, related selling and the display 
of related merchandise are two steps in re- 
tailing which no store feels it can ignore. 
Sales courses for the people behind the coun- 
ter point out that related, or suggestive, sell- 
ing means a better book for the sales person; 
that suggesting a bag or gloves or hose or 
shoes to the purchaser of a frock quite fre- 
quently results in the sale of these minor 
items. In the same way, displaymen have 
come to show accessories with all displays 
of major apparel; “matched” ensembles are 
commonplace occurrences; the same idea of 
selling more through suggestion prevails. 

3ut this entire process can be carried a 
step further on occasion, as, for example, 
when the management selects one particular 
theme for store-wide promotion. It then 
becomes possible not only to push related 
selling behind the counters and in the win- 
dows, but to handle the complete display 
set-up in such a way that each window 
shows related merchandise—and also fol- 
lows through, with minor variations, on the 
theme selected for promotion. Thus every 
display is part of a whole. 

Perhaps there is no other form of adver- 
tising which can do so much to impress on 
a passerby that ~something important in the 
way of color, fabric, or style is being 
stressed by the store. One window may be 
attractive in itself, but when the shopper 
sees four, six, or a dozen consecutive dis- 
plays in which variations of the same theme 
are presented, the selling power of each 
display is greatly increased. Related dis- 
play pays. 

How this idea was utilized to good advan- 
tage by Abrahams Brothers recently is 
shown by the six photographs. Not only 
were these displays effective from a selling 
standpoint; they caused a marked amount 
of interest and favorable comment of the 
type“that builds store prestige. 

Using a new seamless paper put on the 
market a short time ago, we designed six 
large posters carrying out the “Vintage ’38” 
idea. Each poster was of a different design 
and coloring, suitable to the merchandise 
with which it was used, but the same theme 
was played up heavily in each window. 

Large circular mats covered with white 
felt were placed on the floors, while wine 
kegs on which were piled bunches of arti- 
ficial grapes had a very realistic appear- 
ance. As may be observed by some, the 
general display idea was adapted from a 
display which was reproduced in the August 
issue of DISPLAY WORLD, but with such 
changes and a dfferent application that there 
is little resemblance between the two. 

The windows were brilliantly lighted, the 
customary window lighting being supple- 
mented by a number of spotlight bulbs of a 
new type. We found these spots to be very 
efficient, due to their special construction, 
in lessening reflections and increasing the 
illumination at required points. 
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NEW KIND 
OF LIGHT 


FOR WINDOW AND STORE DISPLAYS 





G-E Fluorescent MAZDA lamps 
provide more light... brilliant 
colors...and are 50% cooler 


MORE LIGHT... COOLER—The new General Electric Fluores- 
cent MAZDA lamps offer department stores an entirely new 
kind of light for creating effective window and store displays. 
They give from 3 to 200 times more light than incandescent 
lamps of the same wattage and color. For the same amount of 
light, they are 50 % cooler. Because of this fact alone, they open 
up brand new opportunities for effective window display 
lighting. You can supplement the light in your window dis- 
plays without danger of excessive heat. 


NEW INDOOR DAYLIGHT—The daylight Fluorescent lamps 
provide the closest approach to real daylight ever produced at 
high efficiency. These lamps will show colored merchandise 
in their outdoor hues, making particularly striking window 
displays for nighttime attraction. Inside the store, in cases or 
over shelves, they will be equally helpful in selling merchan- 
dise where color discrimination is important. 


BRILLIANT NEW COLORS— Available also in brilliant red, 
gold, pink, blue, green, and warm white, these new lamps pre- 
sent a wide range of applications for decoration and display. By 
combining different colored lamps, you can 
obtain theatrical color effects with high 
attention value. 


SEE THESE NEW LAMPS. The jobber who 
supplies you with regular MAZDA lamps 
made by G-E can show them to you. Try 
experimenting with a few of them. Write 
for complete information or mail the cou- 
pon to the right for General Electric’s new 
booklet on een MAZDA lamps. Gen- SEND FOR FREE 
eral Electric Company, Dept. 166-DW, Nela BOOKLET WITH: 
Park, Cleveland, Ohio. COMPLETE DATA: 








GENERAL @ ELECTRIC 
























TEAR OUT THIS COUPON NOW! 


General Electric Co., Dept. 166-DW, 
Nela Park, Cleveland, Ohio. 


Please send me, without obligation, your new booklet 
giving useful information about G-E Fluorescent 
MAZDA lamps. 
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Effective Jewelry Windows 


By GEORGE MORRISON, Advertising Manager, 


International Silver Company, Meriden, Conn. 


The natural limitations of jewelry and 
silverware displays have tended to make 
most jewelers’ windows fall into a routine 
style—simple arrangements of merchandise, 
nicely balanced on attractive backgrounds, 
but with nothing in particular to arrest 
attention of the passerby. 

What special considerations must be made 
for the window display in a jewelry store? 
First, the size of the window itself. It js 
frequently smaller than a department store 
windew, and usually more shallow. Often 
the background is low. 

The character of the merchandise must 
also be taken into account. It is small in 
size and spectacular displays would over- 
whelm it. It lacks the novelty interest of 
style merchandise. Its seasonal changes are 
few and unspectacular. 

Yet it is possible to create very attractive 
windows for silverware and jewelry, with- 
out going too far afield for ideas, and with- 
out prohibitive expense. The uncrowded 
window, built around a central theme, is the 
effective window. What is left out is as 
important as what is put in! 

As the color interest in the merchandise 
is limited to the neutral gray of the silver- 
ware, color contrast must be supplied in the 
background. The soft lustre of silverware 
is heightened by placing it against a drape 
of glowing veivet in wine, crimson, rich 
blue, or royal purple. 

Above everything, the window must sell 
goods. Of all the qualities it should possess, 
“sales appeal”.is the most important. But 
this does not mean forcing the “sale” idea, 
or stressing price in large figures. Rather, 
it has to do with making the merchandise 
so desirable, surrounding it with such a 
halo of romance, showing off its beauty in 
such a perfect setting, that it arouses an 
irresistible desire to possess it. 

The advertising department of the Inter- 
national Silver Company has been making 
window displays for dealers for a long time, 
as the most logical way of keeping the 
company’s merchandise in the public eye at 
the point of sale. Plans and suggestions 
for interior store arrangement and display 
have also been prepared on request. 

This fall, when the company took large 
display space at the convention of the Amert- 
can National Retail Jewelers Association in 
New York, it was decided to approach the 
problem from a wider angle, to cover the 
needs of dealers with different types of win- 
dows and different display problems. 

Working with one of the best jewelry store 

[Continued on page 46] 


—Among the many sources of display ideas 
for jewelry or silverware windows might be 
mentioned the three illustrated here: ro- 
mance, seasonal settings, and the glamour 
and historical associations of the merchan- 
dise itself. The alert displayman will find 
good ideas on all sides for the presentation 
of this type of merchandise— 
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SHERMAN Paper Propucts CORPORATION 
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With Sparkle and New Beauty... 
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for your HOLIDAY DISPLAYS 


Like thousands of tiny mirrors, its metallic crystal surface reflects the glow and 
brightness of Christmas in the true holiday spirit. It’s new ... different... 
better for Christmas displays. 


Just imagine it used for stars, bells, candles or cut-out letters for that extra 
special Christmas message on a background of blue, flame red or green. 
Perhaps, somewhere in your Christmas plans, there is a particular display job—a 
job that requires new unusual material 
—yet not too costly. That’s SILVER 
METALLIC Nu-TRIM. 


Order your stock today. Immediate de- 
livery from 25 warehouses throughout the 
country. No delivery charge. 
PRICE PER ROLL—48” x 25’ 
1-9 Rolls—$6.00 10-24 Rolls—$5.50 
25-49 Rolls—$5.00 


SILVER NU-TRIM STARS 


Cut-out five-point stars in three sizes made especially for 
Christmas displays. The same sparkling crystal surface 
as regular SILVER Nu-TRIM. Just the thing for that ‘Star 
over Bethlehem” effect on a background of midnight 
blue. PricE PER Box OF 25 STARS 


3144,” Size—40c 4V/,”—60c 


134” SILVER METALLIC NU-TRIM 
TAPE-MOULDING 


Here is an economical moulding in roll form made from 
that unusual new material—SILVER Nu-TRIM. It’s non- 
crushable and will always keep a bright shiny sparkle. 
Christmas displays need that extra something to give / 
them the “last word” appearance. This year—use SILVER / 
Nu-TRIM MOULDING . . . it costs only 1 cent a foot. | 
Price goer: rOlh el DOG GOR sci ierditicueeinesaninccenenntin’ $1.00 \ 





6”—85c 





FREE NU-TRIM COLOR BOOK 


Sent free to display men with samples of silver. 
No charge. 


WRITE DEPT. N-11 


Attention Display Jobber—write for proposition 
on these new items for your territory. 


72” NU-TRIM 


Nu-Trm™ is also manufactured in Bond 
finish in rolls 30", 48”, 60’ and now 
in a full 72” width. Write for samples 
of the special 72” Christmas background 
colors for use with SILVER Nu-TRIM. 








MASSACHUSETTS 
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Visualization 


One day the manager of a large retail 
store asked mé how I was able to visualize, 
before they were ever started, the appear- 
ance of the hundreds of ideas and layouts 
conceived during the course of a year—how 
I could evaluate how well they would sell 
the product they illustrated. 

The question was natural, coming from 
someone not familiar with how a layout 
man or card writer or displayman thinks 
in terms of the completed work. The ques- 
tion also indicated that business men are 
beginning to think of display in terms of 
sales—to realize that the displayman plays 
an important part in their success. And 
they want to know how he does his work. 

There are many things one must under- 
stand in order to cope with the problems of 
this profession. One must know more than 
just construction of displays. Due to com- 
petition and the swift march of events there 


*Copyright, Arthur E. Skoler, Skoler Institute of 
Lettering and Poster Design; also vice-president, 
Art Sign Company, Inc., Newark, N. J. 


By ARTHUR E. SKOLER* 
Newark, N. J. 


is always a demand from merchants and 
advertising men for ways of presenting their 
products in a manner more novel and strik- 
ing than that used by their competitors. This 
places a constant burden on our creative 
ability, whether we are designing displays 
or show cards. The display artist must qual- 
ify in practical experience, creative ability, 
forceful visualization, and a desire for 
quality production. 

With trained visualization he can picture 
a finished product in his mind before work 
on it has even started. Actual labor is 
secondary in practically all work. The cre- 
ative force, the hidden ability in the artist’s 
mind that is applied to the display or lay- 
out, must be paid for first. Creative power 
is the dividend-producing end of this pro- 
fession. The size of the dividend is deter- 
mined by how wide the public opens its 
pocketbook because of the use of this ability. 

The artist or card writer who lacks visual- 
ization and is careless in his efforts can not 
encourage the sale of his ideas either to his 


employers or to his clients if he operates 
his own business. 

A very large percentage of what are called 
original layouts are nothing but duplicates 
or a combined composition of various lay- 
outs. Many of our finest layouts today have 
been given birth by the inspirations received 
from checking up on competitors’ advertising 
display programs. 

Accompanying this article is a number of 
rough layouts, compositions, and drawings, 
They are designed to convey an idea of the 
process of visualization before going into 
the actual production of a sign or layout. 
Such roughs are properly done with soft 
pencil. I, and many others, have found 
this to be the most practical way of bringing 
to life the force which we are seeking to 
give expression on paper—the thoughts we 
have in mind. 

I seek mass expression of lines! I study 
the opening carefully, as well as the sur- 
rounding atmosphere, copy, and design; | 
look for forceful presentations; I look for 





—Above is an especially good group of show cards, all the work of Les Blei, Nebraska Clothing Company, Omaha. Characterized by really 
exceptional art work—usually done in appropriate pastels—and by skillful layout and lettering, these cards have much distinction— 
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legibility of copy and design; I play with 
various layouts until I hit on a mass ex- 
pression which conveys a message to the eye. 
Then I know’I have reached the goal; that 
my layout fulfills its purpose. 

Good copy does not require camouflage 
of any kind. But the wise designer, artist, 
or letterer knows that it must be treated in 
the proper manner in order to bring out its 
full effect. He knows that he must make 
roughs before he can visualize satisfactorily 
the job that the finished work will do. 

As a final touch to these “visuals,” color 
can be added easily. Simply use colored 
pencils, following the same idea you had 
when laying out the black and white roughs. 

Quality comes as the result of good train- 
ing, and leads to greater earnings. So pre- 
pare yourself by becoming adept in the art 
of rough sketching. The road to success 
is paved for men who are good rough-sketch 
artists and who can express their thoughts 
and ideas through this means of visualiza- 
tion. Such men are sought after. The cus- 
tomer or the employer knows what he is 


—Practice in the making of rough layouts or 
"visuals" is heartily recommended by Arthur 
E. Skoler as a means of "pre-viewing" the 


finished card— 
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getting when these men submit proposed 
work, for he has approved it while the idea 
was still in the rough. 





Clyde Burnett To Head 
Crandic Club 

The annual election of officers was held 
by the Crandic Display Club (Cedar Rapids 
and Iowa City, Iowa) at its October meet- 
ing, and extensive plans were made for the 
future. Clyde Burnett, Domby Boot Shop, 
Iowa City, was elected president, succeeding 
Moie Hamburger. Ray Smart, The Killian 
Company, Cedar Rapids, was reelected vice- 
president; Cliff Teeple, Morris Sanford Com- 
pany, Cedar Rapids, secretary, and Mrs. A. 
Sturtz was named treasurer. 

A program of talks, demonstrations, and 
entertainment is being arranged for the 
coming year. Committees will be appointed 
at the November meeting. 


Charles Wageman Joins 
Chicago Display Firm 

Charles H. Wageman, formerly of Good 
Impressions, Inc., is now affiliated with 
Robert Burns & Associates, Inc., Chicago, 
creators and producers of advertising dis- 
plays. 
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AT LONG LAST 





A MAN MANNEQUIN 


by Jean Spadea 


A gentleman. 


A mannequin that looks like a 
man. 


A man who can wear clothes. 


A silent salesman who can cre- 
ate good will and more sales. 


More than 20 mannequins are 
on display at our New York 
Studio. 


SPADEA 


22 EAST 56TH STREET 
N E W re 2s G7 TY 


MANNEQUINS 
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Fiock For Christmas Display 


By H. H. MENEFEE 
Sherwin-Williams Company, Dallas 


A new finish for Christmas display work? this spring, summer, and fall. Flocked sur- 
No, but a finish that was used very sparingly faces is the newly accepted type of finish. 
last year, but has been steadily taking hold With a wide range oi brilliant colors in 
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three different materials, flocking lends itself 
easily to numerous uses in display work. 

In planning a display layout for Christ- 
mas, it will be noticeable that there is q 
definite place for flocking in window, inte- 
rior, and general displays. It would go far 
toward making Christmas displays smarter 
to use flocked finishes and effects as the 
medium with which to tie your three divi- 
sions of display together; that is, to have a 
common finish used throughout the entire 
display set up, to show that Christmas dis- 
play is considered as a unit. 

The windows, which are the very face of 
one entire display set-up, are by far the 
most important unit to consider when plan- 
ning Christmas displays. 

Artificial snow or snow effects in many 
cases make up the basis for the entire 
Christmas display scheme or at least a large 
part of the display. For snow or snow 
effects white flock makes the very best 
imitation possible for the proper effect. 
Wonderfully effective snow-banks are made 
by draping cheese cloth over supports to get 
the desired shape and then spraying this 
with orange shellac to give it some body. 
Spray this with a white synthetic process 
color that is reduced to spraying consistency 
with a clear synthetic varnish, and then 
flock the entire surface with white flock. 
(Rayon and wool mixed half and half.) 

Another effect that has quite a number of 
uses is that of snowflakes. These flakes can 
be silk screened on a blue, red, or green 
surface and flocked with white rayon flock, 
with a small amount of fine silver flitter 
mixed with it to give an ‘added sparkle. 
These flakes may be screened on large sheets 
of clear or dark blue cellophane and then 
flocked. This gives the effect of snow 
flakes falling in mid air and with a blue or 
red flood light in the rear at the bottom of 
the display, the effect is greatly enhanced. 

An ideal and yet most effective finish for 
natural or artificial trees for window display 
work is a finish of rayon flocking. Of 
course white is the accepted color and fin- 
ish, but this Christmas there will be more 
trees finished in colors and of these colors 
dark blue, burnt orange, and black will pre- 
dominate. Each of the colors can most ef- 
fectively be done in flock. 

The modernistic: plastic Santa Claus that 
usually has its place in the Christmas dis- 
play is far more effective if finished in 
white and colored flock and accentuated in 
black by an airbrush treatment. 

Large panels or backgrounds with scenes, 
designs, or ornaments appliqued on them in 
bright Christmas colors can be nicely and 


—Suggested treatments involving the use of 
flocking are illustrated in the two drawings 
at the left. Snowflakes, for example, can be 
silk screened on sheets of cellophane and 
then sprayed with flock to which has been 
added a small amount of fine silver flitter- 
Numerous other effects are outlined by H. H. 
Menefee in the accompanying article— 
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effectively subdued to give them a softer ap- 
pearance and keep them from overwhelming 
the merchandise by spraying a mist-coat of 
clear synthetic varnish over the entire panel 
and applying a light coat of rayon flock. 
This gives it a nice finish yet does not cover 
the colors. To carry out a window display 
in its entirety with flock, even the show cards 
should be sprayed with a mist coat of flock 
of the same or a harmonizing color. 

Much like the window dispiays, interior 
display should have that common finish to 
show that it is definitely tied-in with the 
remainder of the display set-up. Here flock 
will be found to fulfill many needs, many 
of which will be the same as in the window 
displays, such as finishing trees and pieces 
of natural and artificial shrubbery and 
foliage, covering background panels, show 


cards, snow scenes, and snow banks. A’ 


natural place for its use is as a floor cover- 
ing in cases displaying small gifts and 
jewelry. A dark blue or red, trimmed with 
a silver moulding, sets such items off to a 
distinct advantage. 

Departmental decorations and_ displays 
also come in for their consideration. In the 
larger stores each department wants to be 
decorated differently yet in harmony with 
the remainder of the store. There are so 
many ways in which flock can be used that 
each department could be decorated differ- 
ently and still have a most effective Christ- 
mas decorative scheme. 

To round out a complete Christmas dis- 
play set-up in flock, there are several little 
uses for this treatment, such as putting the 
firm’s name on suit and gift boxes, colored 
flocking on blocks and accessories for win- 
dow and case displays, flocking sheets of 
screen wire to make unusual light fixtures 
and ornaments, flocking light globes in white 
and red to give candle effects, while a coat 
of flock on any rather conspicuous fixture 
will make it blend more deftly into the spirit 
of Christmas. 


Joint Meeting For 
Minnesota Clubs 


Forty-nine members of the St. Paul and 
Minneapolis display clubs met recently in a 
joint session at Stillwater, Minn., to partici- 
pate in a program arranged by “Bud” Ben- 
nett, Kolliner’s, Inc. The feature of the 
evening was an address by Robert S. Hil- 
pert, associate professor of art, University 
of Minnesota, who spoke on “What a layman 
thinks of merchandise displays.” 

Professor Hilpert said, in part: “Simplicity 
demands greater knowledge and use of de- 
sign principles. It is very easy to camou- 
flage the ignorance of design in a filled win- 
dow, but one with few pieces of merchandise 
and with simple backgrounds forces the at- 
tention to the presence or absence of design 
Principles. Displays with simple arrange- 
ments show up proportion, space division, 
color combinations, etc., which are now so 
important to the development of a pleasing 
arrangement as a whole.” He added: “Your 
displays may have all the art qualities and 
still lack that quality called ‘pull.’ There 
is a lack of emphasis.” 

The evening concluded with a puppet show 
given by “Bud” Bennett, whose hobby is the 
making and manipulation of marionnettes. 
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ulawt made DISPLAYS 


Will BOOST your SALES 





Buy a 


NOW 


No need to wait until you have 
the full amount—use our easy 
payment plan. 

With a Cutawl, wall board and 
paint you can make the most 
attractive and profitable displays 
quickly, easily and at insignificant 





THE K9A CUTAWL cost. THE QI CUTAWL 


Act now.. 


. send for our catalog and details on our easy payment plan 


INTERNATIONAL REGISTER CO. 








13 S. THROOP ST. CHICAGO, ILL. 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 11-38 
USE Please send me Cutawl Catalog 1 Easy Payment Plan [J 
THIS oS See ae Sp ee Pe A EAT Cedille «Seca teasdn kgs 
COUPON FO AER T Cr rE rr TC Tt ok ree re 
Se EES nS RR eSReD eee MERE ee me oe 
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Modern Settings Score 
in City-Wide Contest 


mons of TOMORT. 


New YORK 


























A complete tie-in with the swift tempo 
of modern times—particularly exemplified 
by a display in which a New York World’s 
Fair setting was the motif and another in 
which a blowup, in full color, of a luxurious 
airliner served as background—marked the 
winning series of windows in a recent city- 
wide display contest held in South Bend, 
Ind. Sponsored by the Northern Indiana 
Association of Display Men and the local 
Association of Commerce, the event drew an 
estimated crowd of 25,000 to inspect the dis- 
plays. The grand prize, and first place in 
the department store group, went to Frank 
G. Bingham, Robertson Brothers, for the win- 
dows shown at the left. 

A reproduction of the Textile building for 
the New York World’s Fair, 1939, was the 
setting before which living models paraded 
during the “window show.” The building 
was finished in pale canary yellow, with 
chrome-plated moulding. The lettering was 
in black, while the feminine figure was in 
white with gray tones in airbrushing. The 
base for the models was in blue and silver 
tile, with the sides painted an orange hue, 

An 18-foot metal tank covered the entire 
floor of the window, and was filled with 4 
inches of colored water. The sky-line was 
of a blue seamless background paper, ex- 
tending from the front of the window 
on the right to the rear center. A curved 
cut-out panel showed a panorama of the 
fair, this being done by hand in water 
colors. A small fountain shot its jets 
into the air just before the fair scene, 
with a revolving, colored spotlight focused 
on it from above. The curved front to the 
left of the mannequin was lighted indirectly. 

The music room setting was done in 
Swedish Moderne. The walls were painted 
a pale orange over gray, resulting in a beau- 
tiful peach tone. A green rug, pale orange 
drapes with a design in silver thread, mar- 
quisette curtains, and chairs of blue and 
orange were used. Behind the curtains could 
be seen three silhouettes of men in full eve- 
ning dress. 

During the city-wide window show the 
only lights in this window were the two 
spotlights focused on the mannequins and 
the window card. The center of the setting 
was lighted by the candles on the piano. 
Soft music reached the passersby via a loud 
speaker system to the street. All-piano rec- 
ords were used to give further authenticity 
to the display. 

A full-colored blowup of an American 
Airlines flag ship furnished the background 
for the third window. The blowup was 10 
feet high and 17% feet long. Chrome rails 
and metal steps completed the setting. Dur- 
ing the window show, living models stepped 
out of the plane—one every few minutes for 
nearly three hours—assisted by an American 
Airlines stewardess. 

The living models, the large scale of the 
background treatment, and the stewardess in 
uniform stopped traffic completely and 
blocked the street from sidewalk to sidewalk. 
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New Book, "Color and Colors," 
Written By Dr. Luckiesh 

“Color and Colors,” a 205-page book in 
which the subject is approached from the 
standpoint of its ultimate effect in human 
responses, has just been issued by D. Van 
Nostrand Company, New York City. It is 
written by Dr. Matthew Luckiesh, director, 
General Electric Company’s lighting re- 
search laboratory, Nela park, Cleveland. 

Following closely the advent of the fluores- 
cent lamps, which are ushering in a new 
epoch of controllable colored lighting, Dr. 
Luckiesh’s new book is particularly timely 
and valuable. It approaches the field from 
a dozen different directions—ranging from 
the complexity of color itself to its interpre- 
tation, and practical application—then in- 
tegrates them into a clear-cut, unified under- 
standing. “Color is a play, and colors are 
its players,” is the idea which keynotes the 
author’s approach to the subject. 

In treating of the aesthetic and phychologi- 
cal realms of color, Dr. Luckiesh has ap- 
proached the subject with the diagnostic 
skill and soundness of the scientist, com- 
bined with the sensibility of the artist. For 
many years he has been a leading exponent 
of the tremendous possibilities of light as an 
expressive medium, and has shown repeated- 
ly how with light alone we can control color. 

A noteworthy feature of the book is the 
color chart, into which Dr. Luckiesh has 
compacted the entire realm of color from 
its physical basis—the visible spectrum— 
through color mixture, to the ultimate 
aesthetic and psychological effects of color. 





Window Display Involved 
In $100,000 Suit 

Suit for alleged damages of $100,000 and 
an injunction against the Wise Shoe Com- 
pany has been filed in the U. S. Circuit 
Court, Chicago, by Time, Inc., following the 
use by the defendant of a window display 
which Time, Inc., contends injured the lat- 
ter’s good will. 

According to the suit, the Wise Shoe Com- 
pany used for display purposes a blowup 
reproduction of the cover of a recent issue 
of Life in which several pages were de- 
voted to women’s wear, including shoes. 
The complaint states that the blowup was 
altered from the original by substituting 
illustrations of shoes sold by Wise and dis- 
played in the windows of the company’s 
State street store. It is further alleged that 
streamers and ribbons were used to indi- 
cate that the displayed shoes were those 
appearing in Life, and that the original 
headlines in the Life article were altered 
from: “Platform soles make short girls 
taller. Wedge heels make tall girls look 
short” to “Platform soles make smart women 
‘walk on air’ featured at Wise Shoe—all 
one price, $3.98.” 

These reproductions were viewed by thous- 
ands, the complainant avers, and asks an in- 
Junction against the company and $100,000 
as alleged snemnages. 


Lew Geltner 
To Morton's 

Formerly with Alexander’s, Inc., Lew Gelt- 
ner is now with Morton’s Apparel Shop, 


Washington, D. C. He will head a staff of 
four men. 
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YOUR HANDS 
ARE ALL THE TOOLS 
YOU NEED! 


Here's a brand new development 
that will save you time, labor and money 
and give you far more effective windows in the 
bargain. With your hands alone, you can bend and form FLEX- 
CRAFT into practically any desired shape, due to its special pre- 
cutting, (patent applied for). Its double-wall construction withstands 
normal folding and refolding. FLEX-CRAFT is self-supporting and 
requires no frames or braces. You can get this distinctive display 
board in 16 attractive colors. See your display jobber at once about 
FLEX-CRAFT. 


Write to Dept. DW-11 for Flex-Craft Idea Booklet, 
Descriptive Folder, and Generous Free Sample 


Dennison 


FRAMINGHAM MASSACHUSETTS 
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OUR PLATFORM 

. The Development of Window Display Adver- 
tising. 

More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

. Appreciation of Display's Power in Merchan- 
dising. 
Absolute 
Columns. 


VOL. XXxiIil 


Independence of Our Editorial 
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Detroit Club Sets 
Shining Example 


During the past several years there seems 


to have been a noticeable slackening in the 
good old American custom of “joining.” 
Lodges, clubs, and organizations of all sorts 
have shown a decrease in membership and 
in group activity. Among those affected are 
a number of display clubs and associations, 
many of which have either expired com- 
pletely or are hardly more than dormant. 
In too many instances where clubs de exist 
it has become difficult to get members to 
attend meetings and take an active participa- 
tion in the affairs of the group. 

In striking contrast to this general situa- 
tion is the Detroit Display Club—probably 
the most active, and certainly sponsoring the 
most inspiring series of meetings, of any 
similar display organization. Without seek- 
ing publicity, the club has gradually built up 
a reputation for being on its toes and fully 
abreast of the times. 

Among the many achievements accom- 
plished by the Detroit group during the past 
year might be listed the publication of a 
local display year-book, listing much perti- 
nent information for the displayman, along 
with a directory of local suppliers of display 
materials and equipment, giving the con- 
stitution and by-laws of the club, and listing 
all members and their business affiliations. 

Club activities have been at a peak during 
the past twelve-month, due in no small part 
to the high calibre programs presented. One 
such presented Clair W. Ditchy, noted archi- 
tect and designer. On November 7 a gala 
meeting was held at which Walter Dorwin 
Teague, distinguished ‘artist and designer, 
and W. L. Stensgaard, W. L. Stensgaard & 
Associates, Inc., Chicago, were the principal 
speakers. Such meetings are invaluable to 
displaymen. 
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Backed by civic organizations such as the 
Retail Merchants Association and the Cham- 
ber of Commerce, the Detroit club has done 
much toward presenting display and display- 
men in a favorable light through conduct- 
ing display contests for Father’s day, Detroit 
day, and the like. The marked succe}s of 
these events has done much to build up the 
association’s worth in the eyes of Detroit. 

Planned for the coming season, working 
with the Board of Education, is a program of 
instruction in display fundamentals, to be 
presented by club members in classroom 
form before local merchants and their em- 
ployees. 

At the present time the club has a paid-up 
membership of more than 100—an aggressive, 
interested and sincere group working to- 
gether for the advancement of the profession 
and the club’s members. 

Many display groups might turn very 
profitably to the Detroit organization for in- 
spiration and guidance, for the Michigan as- 
sociation is setting a thrilling pace. 





Educational Job Needed 
By Display Field 

Display, which has been gaining steadily 
in prestige as an advertising medium, still 
has plenty of educational work to do before 
it will be accorded the universal acceptance 
given radio, newspaper, and magazine ad- 
vertising. The nation-wide survey which 
was to put display’s circulation on something 
of a par with other media circulation was 
completed a good many months ago—but 
with the exception of one or two lithog- 
raphers, who has done anything about it? 
There is a lot of good selling talk—prospect 
education in display’s value—going to waste 
because the survey is not being used as it 
should. 

Further evidence of the need for an edu- 
cational program is offered by the results 
of a survey made a short time ago by a 
New York City advertising agency, which 
questioned fifty well-rated wholesale grocers 
on the medium they would select in response 
to the ‘following query: “If a manufacturer 
could support an average grocery product 
in your market with only one type of adver- 
tising, which of the following would you 
suggest — billboard, window display, car 
cards, magazine, radio, or newspaper ?” 

Slightly over 42 per cent of those respond- 
ing selected newspaper advertising; the same 
percentage specified radio; display was third 
with 6 per cent. When consideration is given 
to the complete selling job display can do 
for such a product as that specified in the 
question, it seems absurd that display did 
not receive a much higher rating. A con- 
sistent, thoughtful educational campaign to 
national advertisers and their principal out- 
lets, preaching the known value of display 
as exemplified by practical experience and 
case histories, would do much to bring about 
a realization of what display can do and 
the ease and relative inexpensiveness with 
which it does it. 

The question is: how can such a campaign 
be done—and who is to do it? Individual 
companies in the display field can hardly 
assume the cost of a nation-wide program 
on the subject, and it would not be fair to 
expect them to do so. The National Lithog- 
raphers Association might serve as the nu- 
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cleus around which such a program could 
be built. There is no other organization 
which could so function. 

The whole situation is one well worth 
considerable thought. 


Seagram's $350,000 Campaign 
Built Around Display 

A Christmas merchandising campaign in- 
volving an expenditure of $350,000 has been 
announced by Walter M. Swertfager, direc- 
tor of advertising and sales promotion of 
Seagram Distillers Corporation. The basic 
theme of all promotional activities will be 
“Only the Finest Is Fine Enough for Christ- 
mas.” This slogan will be featured in the 
display pieces and advertising. 

The entire promotion will be centered 
around a window display considered the 
finest Seagram has ever put out. The central 
feature of this display will be a beautiful 
painting hung over a replica of a carved 
Jacobean library fireplace. An electrically 
actuated fire will give the logs a realistic 
glow. 

The painting itself, created by Harold 
Anderson especially for Seagram, will illus- 
trate the theme “Landlord, Fill the Flowing 
Bowl!”, the title of a famous drinking song 
of the Elizabethan era. It has a lithographed 
wooden frame and the display is so designed 
that the picture can be removed and used 
by the dealer or tavern keeper after Christ- 
mas. Incidentally, the fireplace, authentic in 
every detail, has no actual Christmas trim- 
mings on it and is therefore also suitable for 
use after the holiday season. The display 
is made in two sizes to comply with the 
regulations of various states. 

There will be attractive side pieces which 
can also be used as bar and counter dis- 
plays, illustrating the “Crown” and “V. 0.” 
bottles in their special Christmas cartons. 
Other point-of-sale material to be supplied 
to dealers will include two placards framed 
in imitation carved walnut and containing 
the inscriptions “Only the Finest is Fine 
Enough for Christmas” and “We Will Gladly 
Deliver Your Christmas Purchases.” These 
signs are mounted on easels and are stood 
upright. Since the name “Seagram” is not 
mentioned, the dealer can of course use the 
placards in any part of his store. Handsome 
gift cards will be supplied with every 
Christmas package. 

The idea of building the Christmas pro- 
motion in such a manner as to provide every 
aid to the dealer and on-premise proprietor 
is strongly emphasized in the advertising as 
well. Built around the window display piece, 
the advertisements will point out that the 
store and tavern where the Seagram display 
is on view are good places in which to 
trade. There will be four-color two-page 
spreads in Life, Time, Collier’s, Liberty, 
New Yorker, and Esquire. Large-size black 
and white advertisements will appear in 
newspapers in selected markets. 

To complete the picture, Seagram has cre- 
ated four distinctive and vividly colored 
Christmas gift cartons. On these packages 
the rich texture of old tapestry is repro- 
duced for the first time by the modern color 
camera. The actual patterns are reproduced 
from the famous Gobelins and other antique 
French tapestries. Against these back- 
grounds appear full-color reproductions of 
celebrated paintings. 
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Merkle-Korff Introduces 
Novel Motion Unit 

A revolving Christmas tree display stand, 
which keeps real trees fresh and has electric 
contacts for the tree lights, has just been 
announced by the Flexo-Action division of 
the Merkle-Korff Gear Company, 213 North 
Morgan street, Chicago. The stand is de- 
signed for trees up to 5 or 6 feet high. The 
container holds about a week’s supply of 





water to keep the tree fresh. A friction top 
prevents damage to the unit if it is stopped 
while in motion, and this mechanism is said 
to be the only lighting table in its size with 
this feature. The Christmas tree holder is 
detachable, so the turntable can be used for 
other displays. 

The display stand can be supplied with 
A. C. or universal motors of any voltage or 
cyclage. It is finished in black and green, 
with a neat metal wickerwork base. It is 
mounted on rubber cushions, and the opera- 
tion is quiet. 





Excelsior Announces 
“Columbia Architex" 


Taking a cue from the world of fashion, 
which is reviving the delightful vogue of 
the Gay Nineties in modernized versions, the 
Excelsior Paper Specialties Company, 640 
West 57th street, New York City, manufac- 
turer of “Glossiroll,” has dipped into the 
wide field of architectural history and pro- 
duced a display presentation called “Colum- 
bia Architex” in which is captured much 
of the classic atmosphere and beauty of 
ancient Greece. 

Because of its stark simplicity and quiet 
beauty, this product seems headed for wide 
display popularity. Its various forms are 
simple, precisely produced, and devoid of 
distracting ornamentation. Specifically, it 
includes modernized versions of the famous 
Greek columns—the simple Doric, used in 
the famous Parthenon, the Ionic, and the 
Corinthian; the marble sheen, curved lines, 
flutings, and other graceful features are all 
incorporated in the material, which can be 
used for backgrounds, scenic effects, and for 
pillars. The basic material is a rich oyster 
white, extra-heavy vellum, backed with a 
heavy Kraft paper to eliminate buckling, 
swelling, or warping. “Columbia Architex” 
can also be delivered in a wide range of 
desirable colors. 





Nathaniel Sanford Named 
Palmer Vice-President 


W. Nathaniel Sanford has been appointed 
vice-president of Palmer Associates, Inc., 
m charge of lithographic window display 
sales. He replaces William F. Deutsch, who 
has left the organization. 
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Ylamour- flr 


FAIRY FORMS 










Make 


Customers 
Stop--to Look 


Glamour-Glo, the newest achievement by the makers of Fairy Forms, now makes 
it possible to present your late fall hose in a most alluring and compelling manner. 


Women will no longer give your hose just a passing glance, they will stop—to 
look and admire them. The naturalness of Glamour-Glo forms emphasizes the 
sheerness, clearness and beauty of hose. But more than that, the soft, translucent 
finish adds a new appeal—that of actually seeing the hose as it will appear when worn. 


Acceptance of these new Glamour-Glo forms has been universal. Display men have 
quickly recognized the opportunity for new, novel and distinctive display effects— 
and the value of that powerful new selling appeal “seeing the hose as it will actualiy 
appear when worn.” 


Add a greater and more convincing sales appeal to your hosiery 
display with the new warmth and richness of Glamour-Glo forms. 


Mail the coupon for complete information. 
Auburn, N. Y. 


SHOE FORM CO. 


Inc., 


Auburn, N. Y. 
SHOE FORM CO. INC. Dept. DW-11 
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Originality A Prime Requisite 
in Winter Sports Display 


Time was when with the coming of winter 
the family car was put in “dead” storage, 
heavy clothing and high boots were brought 
out of the closet, and the family resigned 
itself to several months of inactivity. Except 
for the hardy few who braved chilblains and 
frost-bite while cutting curlicues at some 
nearby pond, or the still smaller number who 
could go to Lake Placid or some of the 
farnous European winter resorts, winter rep- 
resented a period during which outdoor 
sports simply ceased to exist. 

Whether it was some smart merchandiser 
who decided that this could be changed, or 
whether it was developed as a natural trend 
by the public itself, the picture has com- 


2 


pletely altered. Heavy clothing and sturdy 
boots are now donned just as before—but 
the apparel is smart and designed especially 
for fun out-of-doers, while the boots are 
either as square as a bow of a river barge 
in order to fit skis or are attached to a pair 
of skates. Special trains are leaving metro- 
politan stations every week-end, bound for 
snowy slopes or frozen lakes and filled with 
sports enthusiasts. While it is true that for 
many retailers the past couple of mild win- 
ters have held down sales on winter sports 
wear, nevertheless the sale of such equipment 
has represented a considerable portion of 
total gross income—and interest in the out- 
doors is on the increase. 


Display, of course, has had to keep pace 
with, or even anticipate, what is happening 
along this line. As a result we have seen 
booted mannequins representing both sexes, 
holding skis, skates, snowshoes, and all the 
other paraphernalia of the outdoors; many 
such displays have been static and ordinary, 
but others have shown imagination and 
originality in their treatment. 

Some ideas for original treatments are 
shown here. Manfred Freund, New York 
City displayman, designed and _ executed 
an interesting, humorous group of. skiers 


for L. Bamberger & Co., Newark, N. j. 
Remarkable for their naturalness and the 
artistry with which they were done, the 
group of figures have infinite appeal. They 
can be made from wall board, plywood, 
metal, or practically any material at hand. 

William Scharninghausen, City of Paris, 
San Francisco, brought snow sports apparel 
right into the center of the main floor, as 
seen in the vertical illustration. The build- 
ing’s construction enabled him to start a 
“ski slide” on the third floor (the sportswear 
floor) and end it at the most favorable spot 
to secure attention. A setting of fir trees, 
icicles, and snow cloth at the beginning and 
end of the slide aided its natural appearance. 

Few skiers would have difficulty in feeling 
at home in the showroom display designed 
and built for Fox-Knapp Company, New 
York City, manufacturers and distributors 
of ski clothes, by Copeland Displays, Inc. 
New York City. Completely realistic 1 
construction, the “lodge” brought many de- 
lighted comments from buyers—and could as 
readily do the same if used in the sports 
wear department of a retail store. 
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Detroit Club Contest 
Results Announced 

The winners have been announced in the 
recently concluded “Sales Make Jobs” win- 
dow display contest sponsored jointly by the 
Detroit Display Club and the local Retail 
Merchants Association. Four classifications 
were covered by the contest, with three 
prizes of $25, $15, and $10 being awarded for 
each group. 

In the first division, for department stores, 
J. T. Chord, Ernst Kern Company, won first 
place. He was followed by C. F. Wendel, 
J. L. Hudson Company, and T. J. McCor- 
mack, The Peoples Outfitting Company, in 
that order. In the women’s wear class the 
following received prizes: Paul Kushell, Rus- 
sek’s; M. Cathcart, Annis Furs; J. Siegel, 
Arnold’s. 

In the men’s wear group awards were 
made to E. Holle, Fintex Stores; H. W. 
Weaver, F. J. Clayton Company; D. A. Fer- 
guson, S. L. Bird & Sons. For miscellaneous 
type stores the following won prizes: H. R. 
Holmes, Miller Jewelry Company; Frank 
Junis, The Richmond & Backus Company; 
B. J. Cotton, Garth Devoe Store. 





Silk And Woolen Colors 
For Next Spring 

The regular editions of the 1939 Spring Silk 
and Woolen Cards, each containing sixty- 
eight shades, have just been issued to mem- 
bers of the Textile Color Card Association, 
it is announced by Margaret Hayden Rorke, 
managing director. 

The silk card features “Exciting Pastels” 
and “Tropic Nights,” the latter playing up 
brilliant hues for sports and evening wear. 
Highlights of the woolen card are the col- 
lections of “Persian Pastels” and the vibrant 
“Sun and Sea Colors.” 

Both cards portray groups of “Tone-On- 
Tones,” in which are shown important basic 
colors with lighter harmonizing shades. 
“Color Duets,” another outstanding feature 
of each card, play up striking new contrast 
themes. 





Addresses New York 
Promotion Group 

Henry Obermeyer, assistant vice-president 
in charge of advertising and display for 
Consolidated Edison Company of New York, 
Inc., spoke before the New York Newspaper 
Promotion Group on November 2. His sub- 
ject was: “Public utilities—their problems 
and promotion.” 





Robert Marimon Speaker 
At Merchants’ Forum 

Robert J. Marimon, display director, The 
Higbee Company, Cleveland, Ohio, was a 
recent speaker before the small merchants’ 
forum of the local Mid-Day Club. He dis- 
cussed the relative inexpensiveness of good 
displays. 





Harold Reed Joins 
Cleveland Store 

Formerly with Kaufmann Department 
Stores, Pittsburgh, and for several years 
with Livingston’s, Youngstown, Ohio, Harold 
Reed has joined the Stearn Company, Cleve- 
land, as display manager. 
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Se to make 
your Christmas windows 
really different! This 
gayly colored Traino- 
ramic group will give 
your display the right 
touch of distinctive orig- 
inality. The Santa Claus 
figure is over 17” in 
height. Both pieces are 
made of indestructible 
latex material, guaran- 
teed to last for years. 
For further information 
write— 


ADLER CORBETT 
STUDIOS, Inc. 





A STRIKING JANUARY “CRUISE GROUP” IS READY 
SEND FOR PHOTO. 


FOR DISTRIBUTION NOW! 


55 WEST 42ND STREET 
NEW YORK, N. Y. 
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Nalco Christmas Bell Back ground ° 
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| NALCO, INC., 116 EAST 27th ST., NEW YORK, N. Y. 
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Sparkling SILVER Stars 

ws Ms and Bells on Christmas 

4 BLUE Background. Shad- 

iin ows in darker blue. All- 

oe" over embossed. Processed 

am =6on special Toughtec pa- 

per. In rolls 30 inches 
high by 20 feet long. 


Also produced in GOLD 
and RED combination. 
Specify color when order- 
ing. 
a 
ORDER NOW 
for IMMEDIATE 
SHIPMENT 


$2.00 per roll 
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e SNOW SCENE UNIT 


No. X-401—60 IN. HIGH, 7 FT. WIDE 
SPRAYED IN SIX DEEP-TONED COLORS 


qunnenseneRED 
@Another of our Xmas Display Leaders to 
stimulate the gift buying urge. See it on 
display at your service wholesalers or in our 
showrooms. 


The Reyburn Manufacturing Co., Inc. 


DISPLAY DIVISION 
SHOW ROOMS AND WAREHOUSES 
106 7th Ave., N. Y. 1100 S. Wabash, Chicago 
Allegheny Ave. at 32nd St., Philadelphia 














showings. 


IDEAS for 
DISPLAY 


Have you visited the spacious floor turned 
over to full-sized displays—showing the 
newest technique and sales-building win- 


dow appeal? 


DISPLAY ALLIANCE 


invites all dispiay executives to see its 


score of settings devoted to Christmas 


e 1150 Sixth Ave., New York e 


The Display Alliance is a non-profit organ- 
ization, collaborated efforts of DAZIAN’S, 
Inc., SELECT ARTIFICIAL FLOWER CO., 
LEOPOLD SONN & BRO. 
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Black Magic and Champagne 
Help Sell Ansonia shoes 


Ben Finkelstein, display director for the 
Ansonia Shoe Company, New York City, 
whose original ideas have long made his 
windows especially interesting to shoppers, 
turned to black magic and champagne for 
two recent settings which have been stopping 
crowds ever since the displays went on view 
a short time ago. 

Not only novel in conception and execu- 
tion, the two windows have added value since 
they contrive to show a great many styles 
without seeming crowded. Furthermore, 
each featured style is picked out and ex- 
hibited as a separate item. 

The central point of interest in the first 
display pictured above was the ever-flowing, 
giant glass of champagne—24 inches high— 
at the Ansonia mid-town ladies’ shoe shop 
on West 34th street, just opposite the Empire 
State building. This store has a large oval 
entrance which provides a_ considerable 
amount of display space on each side. The 
heroic-sized glass containing red “cham- 
pagne” (although it is needless to say that 
no one ever saw actual champagne of that 
color) bubbled constantly, being operated 
by a small motor and self-illuminated from 
below. 

Fifty glass globes, or bubbles, of various 
sizes were used to create the illusion that 
they were arising from the champagne glass 
and drifting about the window. These globes 


—In the display at the upper right, glass 
bubbles seemingly poured from a champagne 
glass in the center, which was itself con- 
stantly animated with a stream of bubbles. 
Each of the glass globes was suspended by 
an invisible piano wire of thin steel... . 
Much the same setting was employed for 
the other display— 





ranged in circumference from 10 to 16 inches 
and were suspended by thin steel piano wire, 
which was practically invisible to the 
shopper. Each globe, of course, contained a 
different style of-shoe. 

White cellophane curtains 9% feet high 
were used as a background. Back of the 
cellophane, which was transparent, were 
placed light troughs in sections containing 
lamps in the primary colors, these being 
alternated every eight seconds in red, yel- 
low, green, blue, orange, and purple. As 
the various combinations came on, the en- 
tire background curtain changed its color. 

For the company’s West 42nd street store, 


Finkelstein designed a somewhat similar 
display which proved to be equally power- 
ful as a crowd-stopper. A masculine man- 
nequin in full dress held a magician’s wand 
and stood before a top hat from which, 
seemingly, he had produced a host of bubbles, 
each containing a shoe. The bubbles were 
the same sizes as those used in the setting 
discussed above, and were suspended in the 
same manner by invisible wires of thin steel. 
An orange cellophane curtain 9% feet high 
was used as a background.. 

Bubbles, champagne glass, etc., were sup- 
plied by Universal Novelty Products Com- 
pany, NewYork City. 
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Washington, D. C., Club 


Elects Officers 

John L. King, S. Kann Sons, was elected 
president of the National Capital Display 
Club at the organization’s last regular ses- 
sion. He will be assisted by N. Van Der 
Linden, Woodward & Lothrop, vice-presi- 
dent, Miss Marcia Wolff, Becker’s Display 
Materials, secretary, and Henry Lindemann, 
Lansburgh & Brother, treasurer. The retir- 
ing president, W. Arthur Gray, Lansburgh 
& Brother, was unanimously elected an hon- 
orary member of the group. 

Among the committee chairmen appoint- 
ments made by King were the following: 
W. Wyatt, entertainment; Victor Barrette, 
membership; Charles Malcheau, publicity. 
Arthur Gray will remain chairman of the 
Community Chest committee, for which the 
Washington club expects to install tie-in 
displays in forty-two stores in outlying dis- 
tricts as well as those normally used in 
each downtown store. 





Fluorescent Lighting Campaign 
To Be Inaugurated Soon 

Fluorescent lighting equipment manufac- 
turers are preparing to launch a cooperative 
advertising effort the latter part of this 
month, the program being designed to stimu- 
late the use of this type of illumination in 
display windows, show cases, for counters, 
hotels, night clubs, and the like. The pro- 
posed set-up is said to resemble that under 
which I. E. S. Better Sight lamp makers 
are cooperating. 

Specifications for the electrical equipment 
have been worked out by the manufacturers 
and the Electrical Testing Laboratories, the 
latter being charged with enforcing the ac- 
cepted standards. 





Spadea Studios Designs 
New Male Figure 

A complete showing of formal wear, utiliz- 
ing the new masculine mannequin by Jean 
Spadea, appeared October 31 at the Roger 
Kent 45th street store, New York City, re- 
maining on view for one week. The display 
then made the circuit of all the Roger Kent 
shops in New York City, New Haven, and 
Cambridge. The man-mannequin, created 
especially for Roger Kent, is Jean Spadea’s 
first experiment with the sculpture of a mas- 
culine display figure. It is said to have re- 
ceived much acclaim. 





Hale Brothers Wins 
Robin Hood Contest 


The window display contest sponsored by 
Mock, Judson, Voehringer Company as a 
tie-in with the film “Robin Hood” has been 
won by Hale Brothers, San Francisco. Sec- 
ond prize went to McCutcheon’s, New York 
City, third to B. B. Smith & Co., Lexington, 
Ky, and fourth to Shartenberg’s, New 
Haven, Conn. 


See 








PRODUCTION TRICKS 


Tell us about your display produc- 
tion tricks and time-saving innova- 
tions of all sorts. We will pay $1.00 
for every item published. 


pee 
See 
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FALL IN LINES. 








ASK FOR FOLDER 


Shows various Kling-Tite 
end Hansco Tackers and 
Staplers, with details. 
















Bo Nw 


am Fall tacking — 
displays, backgrounds, 
merchandise on cards, 
posters, streamers, price 
cards, etc. — results from 
using the Kling-Tite One- 
Hand Tacker. 


Zip! Zip! Fast as you 
grip—it drives pin-pointed 
tackpoints —rapidly— ac- 
curately—insuring neater, 
more attractive, more ef- 
fective displays. 


A.L.HANSEN MF6.CO 


5041 Ravenswood Ave. CHICAGO, ILL. 
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Silver Stars Samples on 
on Request 

Red, White 

Blue & Green 

Background 


DISPLAYS — PANELS 
BACKGROUNDS — ETC. - 


A PRODUCT. OF CHICAGO CARDBOARD COMPANY 


CHICAGO 


670 WASHINGTON BOULEVARD 





Snore 
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OF NATIONAL DISPLAYS === 





—The Coleman unit com- 
bines display with the 
effect of an actual floor 
furnace installation. The 
back panel has a blue 
border with white letter- 

ing. The inset is a deep 
golden yellow Lamiluxe 
_____with a heat wheel on the 
SETS BELOW FLOOR | back side to give the 
effect of heat circulating 
out of the furnace. Let- 
tering is in deep blue, 
red, and black; cut-out 
lettering encircles the cen- 

ter arch. H. W. Morton 

is display director for VL i 

The Coleman Lamp & “ONS! AR 
Stove Company, Wichita, : ; A 00 
Kansos— | : es | ute 
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—The superior features of the me’ 
"Kantleek" water bottle are er 
dramatically presented on this Mon . 
window card. Arrows carrying nd 
simple, powerful copy lead the f 
ksi eye to illustrations which drive Je” i 
—The Crosley Corporation, Cin- o 4 home selling points. Created Pre 


























cinnati, Ohio, turns to George : : a ‘ by the United Drug Company 10 4 
Petty, whose drawings have add- ~ . al and produced by The Forbes Moje 
ed to the fame of Esquire, for Aw F Lithograph Company, Boston— 2.00 t 


the art-work of this full-color, 

life-size display. The unit is 

adaptable for use with any size 

Crosley radio. A miniature re- 

production, 8 by 14% inches, is j re a 

supplied in sets of six; they are i bd —Frank Kelly, captain of the 

provided with price panels and a 7 1937 All-America skeet team, 
extra stickers— —_ : chooses his pipe tobacco with 


the same accuracy that he uses 
to shatter clay targets—accord- 
ing to this display. The cut-out, 
as well as window posters and 
cards carrying the same design, 
was created by Liggett & Myers 
Tobacco Company, and pro- 
duced by Forbes, Boston— 


—Signbocrds indicate the 

outstanding copy points 

on this five-piece window 

display featuring Florence 

oil heaters. “Economy, 

beauty, comfort, and long 

life are stressed in this 
manner. Created by Wm. the pipe bow! c6o! 


uy : B. Remington, Inc., Spring- hats 

Fionenct bod A field, Mass., and litho- ashe 
EATERS graphed by Forbes, Bos- and the 

oe J? : hi, 


ton, Mass.— 
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his page is one 
xample). Some 


ble. All printed 
n washable inks. 
nusually wide — 

to 48 in. 25-ft. 
olls—$1.50-to 
2,00 roll. 


Specially constructed 
Paper with a velvet 
Bish has all ad- 
es of paint plus 
wet nc drying time 
needed—particularly 
suited for pasting or 
laminating—27 gor- 
8€0us colors. Large 
size 40” wide by 25-ft. 
B—$1.50 to $1.95 
Der roll. 


¥& Distributed by Lead- 
ing display. houses and 
paper merchants every- 
where. Some territories 
open—distributors 
write to CLOPAY, Cin- 
cinnati, Ohio. 


Bi 4 j i 
* LAMINAY 


BOOK II. 


An unusual and out- 
standing line. Patterns 


‘ already painted on a 


paper base. Solve your 
display worries with 
these pre-fabricated de- 
signs—100% washable 


—and velvet paint fin-. 


ished. Stripes, polka 
dots, lace effects. 25-ft. 
rolls—$1.75 to $1.95. 


. ane 
ee 
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* MODAY 
Exceptionally low 
priced. Wide range of 
colorings and interest- 
ing fabric effects. Splen- 
did for background and 
general use. Most all 
numbers 40” wide, 25- 
ft. rolls—50c to $1.10 
per roll. 


FREE SAMPLES e MAIL NOW | 


WZ 


Hy { wif 
* COVERAY 
Has baked-enamel fin- 
ish that is washable, 
grease-proof, resistant 
to practically all stains. 
Ideal for covering table 
tops, counters, shelves, 
window floors. Its 
wearing qualities will 
amaze you. Usefully 
wide ... 48” by 25-ft. 


rolls — from $1.50 to 
$2.25 per roll. 


CLOPAY CORPORATION—Dept. DW 


1231 Dayton Street 
Cincinnati, Ohio 


Gentlemen: 


Please send me complete information on your display papers. I am 


particularly interested in 
i)" Sa 


CITY 


____._— [J] Woodgrains 


(C) Laminay—Book I 
ss &(&) Laminay—Book II 
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“TOUGHFLEX” 


The Newest Material 


NOT WOOD—? 
NOT FABRIC—? 
NOT PAPER—? 
and NOT EXPENSIVE 


Wait ‘Till You Use It! 


WRITE FOR SAMPLE 


UNUSUAL PRrobUCTS Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 











WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY , 
METHOD ) 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 
300 W. Adams Chicago 





Headquarters for 


_ Decorative 
Display Fabrics 


used for 
® WINDOW DISPLAYS 
® EXHIBIT BOOTHS 
® WALL COVERINGS 
® SHOW CASE LINING 
@® THEATRICAL DISPLAYS 


serving NATIONAL WHOLESALERS 


OAKLAND TEXTILE COMPANY 


461 Fourth Avenue New York City 


e@Please Mention DISPLAY WORLD 
When Writing Advettisers 
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Think this over... 





It seems logical to me that this year is 
the great opportunity year for the I. A. D. M. 
The convention will be held at the Hotel 
Astor, New York City, with the New York 
World’s Fair as the great attraction. The 
convention program this year could be cut 
practically to an opening and closing meet- 
ing. The fair is the big attraction and cer- 
tainly the New York stores will attract 
many displaymen who haven't visited the 
city before. Regardless of how interesting 
a program the committee assembles, the at- 
tendance at sessions will be very poor. This 
was proven in Chicago in 1934. By eliminat- 
ing morning sessions the exhibitors will be 
able to transact business before many leave 
for the fair to spend the day. 

If the officers and board of directors really 
want to do something for the I. A. D. M. 
and for display, let them cut the expense of 
running this convention to a minimum and 
show a profit, a real profit! Cut out the 
bonus for the secretary; cut traveling ex- 
penses; cut down on the convention program 
expense; cut down on paid publicity! Put 
the I. A. D. M. ship of state on an even keel 
and take it out of the red. 


Santa Claus, Ind., has become famous for 
remailing Christmas greetings. Oscar Phil- 
ipps, postmaster of this tiny Christmas capi- 
tal of the nation, estimated his postoffice 
handled 750,000 pieces of mail from Thanks- 
giving day until December 24 last year. This 
enormous amount of mail is sent to the 
village to receive the stamp and is then sent 
on to places all over the world. A letter 
sent to the Santa Claus postoffice and ad- 


By FRANK G. BINGHAM ay 


—_—_———_ 


dressed to your store would be a good 
tie-up for a Christmas background, jf jt 
were enlarged to giant size. 


If any displayman wants to add to his 
knowledge of display by spending some 
time studying this winter, he should by ajj 
means study color. This is a subject little 
understood in display and the man who 
knows something about it will be at a great 
advantage over his fellow man. Sir Isaac 
Newton is no doubt responsible for some 
of the confusion in the color world of today, 
He sponsored the idea that the spectrum js 
made up of the three “primary colors’~ 
red, yellow, and blue. Many experts on 
color of course hold to this theory, but 
others claim every color in the spectrum js 
as much a primary color as red, yellow, and 
blue. The eye recognizes seven unmistak- 
able colors—violet, indigo, blue, green, yel- 
low, orange, and red. 

It is interesting to note that yellow re- 
flects three times as much light as dark 
brown. The power of various colors and 
surfaces to reflect light is interesting. Here 
are a few, giving the percentage of total 
incident light that is reflected: a mirror 95 
per cent, chrome yellow 62 per cent, pink 
36 per cent, vermilion 12 per cent, and black 
velvet 0.4 per cent. A piece of red wall 
board absorbs all the other rays and re- 
flects red rays on other surfaces near it. 
Many books on color agree that red has a 
tendency to make one nervous—so after the 
holidays when our nerves are quieted down. 
a few evenings reading about color would 
be to our advantage. 





Xntor 


woven 


—Believe it or not, the Interwoven display pictured above was worth a tidy $1,000 to its cre- 
ator—D. J. Reish, Crawford & Zimmerman, Flint, Mich. The display won the grand prize in the 
recent nation-wide Interwoven display contest, carrying with it the award mentioned above— 
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Like a soothsayer looking into the crys- 
tal, I can easily see a great change coming 
over display since this time last year. I see 
large bells swinging to and fro; not only do 
the crowds see, but they hear the bells 
tolling out. This surely was the beginning 
of a new era in display. Taking another 
squint I see an entire battery of display 
windows full of hats, hats, hats. They are 
hung from strings in bunches like bananas 
here and there in the windows—hung from 
strings with boxes and tissue paper typical 
of the millinery business. Stooping over the 
old crystal we see hundreds and hundreds 
of windows like these in appearance sweeping 
downtown areas across the entire country. 
Millinery buyers who have begged, bribed, 
and cussed for windows are now being asked 
by promotion men if they can get enough 
hats to fill entire batteries. 

Taking another look, we see a battery of 
corset windows in a similar manner. Cor- 
sets are items that get into the windows 
when a contest is on or when the department 
is overstocked. Today, thanks to one store 
with courage, we see corsets on display more 
than ever before—and the foundation indus- 
try, along with that of millinery, becomes 
display conscious. 

Knowing that a bird in the hand is worth 
two on the shelf, I squint once again to see 
another series of displays devoted to gloves, 
gloves, gloves. Ordinarily, a displayman 
who even suggested an entire group of dis- 
plays for such an item as gloves would be 
adjudged insane. What store has brought 
about such a change of thought about the 
value of display? That is easy to answer— 
Lord & Taylor, New York City. This store 
has gone ahead of last year’s figures, while 
many others have dropped below them. The 
man behind the glass is Dana O’Clare, dis- 
play director, to whom every displayman can 
give a vote of thanks for making the public, 
the merchant, and doubters of display 
awaken to its power as a sales producer. 





Enkeboll Introduces 

New Decoration 

The Enkeboll Art Company, 5313 North 
27th street, Omaha, Neb., has»just brought 
out a new type of display decoration and 
background which is said to be colorful, 
novel, and inexpensive. Individually de- 
signed in conventional or modernistic style, 
the paintings are done in a new medium 
which makes them light in weight and as 
opaque and brilliant as work done in oil 
colors, according to the company. The back- 
grounds are hung from brads and can be 
stored away when not in use. Further de- 
tails can be obtained from.the address above. 


G. A. Case Joins 
Rhinelander 

G. A. Case has become affiliated with 
Rhinelander Paper Company, Rhinelander, 
Wis., in connection with the distribution of 
“Lamiluxe,” Rhinelander’s translucent dis- 
play material. 








Wages And Hours Ruling 
ls Announced 

Retail stores will not be affected by the 
Provisions of the Wages and Hours bill 
unless more than 50 per cent of their opera- 
tions are in interstate commerce, it has been 
announced in an official ruling. 
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PANORAMA @ 


Most effective Background 
for CHRISTMAS and Win- 
Modern 
Scenic Effects. Blue, gray 
and Snowhite Color Com- 


Continuous de- 


ter Decoration. 


bination. 
sign. Processed on flexible 
paper board. 


In rolls 60 inches high by 
20 feet long. 


ORDER NOW 
for IMMEDIATE 
SHIPMENT 


$3.75 per roll 


NALCO, INC., 116 EAST 27th ST., NEW YORK, N. Y. @ 














TALK ABOUT 
LARGE SIZES 


I'm a size 18 model and I'm going over big at 
Saks Fifth Avenue where they are using me to 
show their large sizes. Of course, you know I'm 
the special creation of Lester Gaba who de- 
signed the other sizes Saks are now displaying. 
More information? Tell your secretary to use 
your letter head and write to: 











as 


DISPLAY EQUIPMENT CoO., INC. 


500 SEVENTH AVENUE 
NEW YORK, N. Y. 

















The Fountain Air Brush 


The AirBrush of the Particular Artist 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 








IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 
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DRAMATIZE 


WITH 


BLOWUPS 


AND STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 
Sepia or Monotone 


Blowups are widely and effectively 
used in show windows, store inte- 
riors and for exhibits. 

Made from your own photos, or 
you can select suitable illustra- 
tions from our photo library. 
Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


New York City 
Phone Wi 7-8485 


39 W. 37th St. 
Bet. 5th and 6th Ave. 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 
The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








GLASS SILK (SPUN GLASS) 
ives Snow or Ice Effect 
Pure White — Fireproof — For Window Display 
and Decorative Purposes — Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 EAST 42nd ST., NEW YORK 
Telephone: Murray Hill 2-4235 j 


Also Glass Tubes, Rods and Gazing Globes | 
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Stumped for Shoe Settings? 
Why Not Iry Novelty? 


By ERICH VAN NAY 


Paul's, Inc., Dallas 


DISCOVE 
ge RED RAIN 


Just as displaymen in all other forms of 
display sometimes run up against what ap- 
pears to be a blank wall and the ideas just 
won't come, so it is with those who have to 
figure out ways and means of drawing pass- 
ing eyes to footwear windows. But usually 
there can be found some basis in the mer- 
chandise from which a “different” setting can 
be worked out—something novel and new, a 
twist which has the appeal of unfamiliarity; 
surprisingly enough, such novelty displays 
not only relieve the relative monotony for 
the displayman but seem to have the same 
effect on the public. 

How about using, for example, something 
like the display illustrated just above? Three 
specialties in footwear suggested three stalls, 
each lettered with the proper title. From 
above the doors peered three caricatures of 
horses in quizzical poses. The heads, necks, 
and bodies are made from either pre-curved 
wall board, fir plywood, cardboard tubes, or 
from the flexible wall board now on the 
market. The stall doors can be of natural 


boards, or wall board painted to resemble 
boards or covered with wood-finish display 
paper. Such backgrounds catch eyes and in- 
duce a longer-than-ordinary survey of the 
display; they provide humor—and humor is 
one of the most valuable commodities to be 
found anywhere, otherwise millions of people 
would not make a habit of tuning in Charlie 
McCarthy,. Jack Benny, Fred Allen, and Bob 
Hope, nor would Walt Disney be producing 
his famous characters. 

Somewhat similar is the layout for the 
other setting, which could be adapted to 
shoes very easily. A real plow seemed to 
be turning over a furrow of hosiery, and 
the triangular section of an old fence was 
authentic. Some of the hose was supported 
by cut-out blades of wheat. The two figures 
were done directly on the wall board back- 
ground, while the lettering was appliqued in 
place. Here again the whole display at- 
tempted to get away from the usual type of 
footwear or hosiery window. We have found 
that such practice is very productive. 
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The WEBSTER Adjustable 
peer LIGHTER 


The Spotlighter 
that produces & 


A “WHITER” — 
SPOT 


@Does away 
with the costly 
silvered lamps— 
uses standard 
low cost lamps. 
@A means to obtain HIGH INTENSITIES for 
Display Lighting—Window or Interior. 

@By means of SWIVEL BASE all light con- 


centrated where desired. Laboratory tests 
prove this SPOTLIGHTER has no peer. 


@COLOR EFFECTS THAT ATTRACT. 


@Quantity discounts quoted on request, also 
names of outstanding companies using our 
SPOTLIGHTERS. 





Pat. Applied For 





| List List Price 


Cat. w | ’ ‘ s' Wi 
Pee | | — Frame 
100 | 7% Dia. 

| 100 x 9% Long $3.00 $4.25 


nasa 


150 742 Dia. 
Spot 150 x 101% Long $3.25 $4.50 











Spotlighters available without adjustable 
feature at $.50 less list each 


Manufactured by 


WEBSTER Electrical Co. Inc. 


118 East 28th St. * New York 
Telephone: LExington 2-2131 


























“THE SLEEVE FORM of a Hundred Shapes” ™ 
Known the World Over g 
K 4 
tl 
4 
he 
w 
re) 
< 
5 a 
Enclosed find $............... H $3.00 m 
O) Pair Sleeve Forms. 7 Boys’ < 

CL) Turntables. § Pair. ..$2.50 
N s Women’s 2 
MMR erate cr are choke oudctenthe ders * Pair . $2.50 
LLL Rae a eae aor ee § Worth 4 
City s 10 Times “ 


CREWE OWS US be ekeeas rover secant we ‘ As Much < 


FSA AAR eeeeaasesseaseeaaaa! 


CONVINCE YOURSELF 


GUARANTEED DISPLAY 


TURNTABLES 
CHRISTMAS SPECIALS | 
ROG OSES COO | $5 


25 to 75 Ib., Reg. $15............ $10. t| 
No Window Complete Without One a 


Goodman Flexible Sleeve Form Co. Mirs 
19 West 34th St., New York, N. Y. 
DISTRIBUTORS WANTED 


ee uxauo -AW1asia uvd. 





SPECIAL CHRISTMAS OFFER 


Two 8x10 Glossy Photographs of any subject plus a 
NATURAL COLOR PHOTOGRAPH se me : hs 
Displaymen start the New Year right. Subscribe 


to our weekly “COLOR WINDOW SERVICE.” 
Write to 


ROMAN COLOR SERVICE 


42 West 48th Street New York City 





a 





USE THE 


OPPORTUNITY EXCHANGE 


$2.00 Per Column Inch — CASH WITH ORDER 
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Here and here 


In Jacksonville, Fla. Kohn-Furchgott 
Company recently staged a special promotion 
on Heirloom silver. Part of one of the dis- 
plays created by L. A. Broadus shows the 
old-time bride and bridegroom “photograph” 
which served so well to carry out the idea 





—By L. A. Broadus, Kohn-Furchgott Company, 
Jacksonville, Fla.— 

behind the windows, and at the same time 

giving the displays a humorous angle of 

much appeal to shoppers. The window card 

was huge, done in scroll form with old- 

fashioned lettering. 





—By C. M. Shrider, A. E. Starr Company, 
Zanesville, Ohio— 

Down in Zanesville, Ohio, C. M. Shrider, 
the A. E. Starr Company, made good use of 
three magazine cover blow-ups as a_ back- 
ground for a display of Stetson hats—inci- 
dentally winning one of the first prizes in 
Stetson’s national display contest. The title 
of “Time” was worked into the message— 
“Time to buy your metal shades.” 

E. L. Ferguson, The Fashion, Columbus, 
Ohio, brought a touch of autumn chill to 
his fall shoe windows last year, each dis- 
play having a center theme in which Jack 
Frost was seen painting the autumn footwear 
picture. The dwarf’s figure, as well as the 
giant leaves, was made of rubber and fin- 
ished in natural colors. The shoe on the 
background was affixed to netting which in 
turn was covered with autumn foliage. 
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CHOOSES 


CORA SCOVIL 


GLAMOUR GIRLS 


Brilliant complement to Macy's 
new talk-of-the-town windows... 
exquisitely lovely CORA SCOVIL 


mannequins, exclusive with 


JAMES B. WILLIAMS, Inc. 


498 Seventh Avenue 
New York 
HOLIDAY SHOWING =" 


New fixtures in glass and metal 
inimitably created by STEINER. 
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GET 


FREE COPY! 


TERS Daily’s NEW 
*SupPUt 1938-39 
«a as CATALOG 
get. Just off the press! New items! 
— Low mail-order prices! 176 
pages of ang for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


BertL. Daily,Ine. 
122 East Third St., Dayton, O 
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—Above is one of the seasonal settings de- 
scribed in this article. Using a Thanksgiving 
tie-in, the central motif was furnished by a 
shock of wheat, above which ran a scroll 
inscribed, "We Give Thee Thanks'— 


EFFECTIVE JEWELRY WINDOWS 
[Continued from page 26] 
front designers in the country, two complete 
store fronts were installed—one of the Main 
street type, with one large window, fourteen 
feet long, porthole window and an invisible 
glass window—the other an urban store 
front, with smaller windows, more sophisti- 
cation, and rich backgrounds of fine walnut. 

This made a total of six windows, each of 
which was changed twice a day, morning and 
afternoon, throughout the entire convention. 
The displays were designed and installed by 
graduate students of the New York School 
of Display, under the personal supervision 
of Polly Pettit, director of the school, and 
Mary Ann Frazer, art director. Virginia 
Dixon arranged the schedule of displays and 
selected the merchandise to be featured. 

The installations were made openly, so 
that the jewelers could actually see how they 
were set up and ask any questions they 
wished. This feature proved extremely pop- 
ular and a considerable group assembled 
to watch the changes. 

Great interest was manifested in the meth- 
ods used for obtaining certain effects . 
as, for example, a new adhesive for display- 
ing flat silver on an upright or tilted surface, 
rather than horizontally. This was used for 


DiSPLray wor td 


attaching the flatware to the display “drums” 
in a window entitled “Patterns on Parade.” 

All the windows were planned with a view 
to practicability and ease of installation, re- 
quiring only a little ingenuity and a very 
moderate expenditure. In type, they ranged 
all the way from the romantic to the strong 
sales promotion display—from those with 
fairly elaborate accessories to those making 
use of manufacturer’s display material only— 
a variety from which stores of all types 
could windows suitable for their 
own use. 

Among the many different types of win- 
dows installed during this convention, may 
be noted some general sources of inspiration 
which should be kept in mind by jewelers 
wishing to get away from the commonplace: 

The romantic angle—always appropriate, 
because silverware is a traditional wedding 
gift. A “courtship” display featuring such 
sentimental accessories as a cardboard en- 
largement of an old fashioned locket, a 
quaint nosegay, a book of poems with pressed 
flowers, old songs and theatre programs... 
tells the whole story of an engagement, with 
the chest of flat silver suggesting the happy 
ending. Pale pink velvet drapery is an ap- 
propriate color. 

Wedding windows—of perennial interest, 
these were handled in three different ways. 
One showed a table of wedding gifts in 
silver. The yellow velvet background panel 
was draped with tulle and orange blossoms. 
The second featured a bridal bouquet, from 
which long ribbon ends led to three chests 


choose 
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of silver, with white gauze bows, white ye]. 
vet and satin draping. A_ silver pitcher 
filled with green huckleberry leaves lent 
height and a touch of color. The third dis- 
play of gift hollowware was artistically 
grouped before a background picturing q 
wedding, in flat poster treatment. 
Seasonal displays. Different methods of 
handling the seasonal window are always 
in demand—-so two Thanksgiving and two 
Christmas displays were designed. The tra- 
ditional wheat motif was the theme of each 
of the Thanksgiving windows. In one it 
took the form of a large sheaf of wheat 
tied around a column with wide orange 
ribbon. On top of the column was placed 


—Using only the manufacturer's display piece 

showing a sword and admiral’s hat, a very 

interesting display was arranged for the new 

"Admiral" service—dignified, rich, and in keep- 
.ing with the silverware— 


a bowl of fruit, and over all a flat scroll, 
with the hand-lettered motto, “We Give 
Thee Thankse’? Copy on the rolled scroll 
to the left suggests that things of beauty in 
silver are also a cause for thanksgiving. 
Jewelry displays may be inspired by sim- 
ilar themes. The rich historic background 
of the different gems, the romance of their 
varying origins, the glamour of the occasions 
when they will be worn, may all be called 
upon to supply ideas for unusual windows. 
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PACIFIC COAST ASSOCIATION OF DISPLAY MEN 


*@ 


<A el 


1S ANNUAL CONVENTION, VANCOUVER 8C. 


SEPTEMBER 


—Above is the group of delegates to the Pacific Coast Association of Display Men convention, held recently in Vancouver, B. C.— 
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HUNDREDS OF 





To Fit Any Budget 


WRITE FOR 


CHRISTMAS PORTFOLIO 
TODAY 


Make Yours the Smart CHRISTMAS 


STORE ... at Reasonable Cost 


FLEISCHMA 





CHRISTMAS 


Displays and Display ideas 


ART 
INC. 


650 SIXTH AVENUE, NEW YORK CITY 
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The greatest 


attention compeller 
in DISPLAYS is 


MOTION - 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motiof, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 
These dependable 110v_ back- 
geared units comprise a complete 
line that meets every display con- 
dition. 


WRITE FOR 
CATALOG 


- 








Speed Way Mig., Co. 


1839 South 


52nd Ave., 
Cicero, Ill., 
% & & 








DISPLAY WILL BE INFLUENCED 
BY WORLD FAIRS' ART 
[Continued from page 7] 
of the Exposition situated on an island in 
the center of the lagoon, Miguel Covarrubias 
is modeling eight great maps of the Pacific 
Basin area. Four of these pictorial mural 
maps will measure 15 by 24 feet and four 
will measure 9 by 13 feet. A _ horizontai 
terra cotta relief map is being fashioned for 
the same building by Antonio Sotomeyer. 
This pictorial map, 30 feet wide and 47 feet 
long, is being made in 361 sections, which 
when completed will constitute the complete 
map, built on the scale of 4,000 feet to the 

inch. 

Adjoining the Pacific Basin is the Court of 
the Nation where rises the federal building. 
For the walls of this building Frank Imrey 
and his assistants are doing a mammoth 
mural in Washington, D. C. This mural, 
which will measure 304 feet, will show the 
development of the United States Army. 

On the Western States building nearby 
Robert B. Howard will show in relief the 
Amenities of Western Life and the Eco- 
nomic Development of the West. For the 
entrance to the Aviation Palace, Carlo Talia- 
bue will symbolize the Spirit of Aerial 
Transportation, as seen in the lower left 
photograph on page 6. 


Richard Rose With 
Kay Displays 

Kay Displays, Inc., 230 Park avenue, New 
York City, has expanded its promotion de- 
partment with the addition of Richard Rose, 
who will function as salesman-designer. 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 


Samples 
and Prices 
on 
Request 


} 
OF case 
FABRIC CORPORATION. 


NEW YORK—| 





Don't hesitate to call on 
Maharam with your last 
minute orders. No mat- 
ter what your need for 
that holiday trim, you'll 
find Maharam ready to 
serve you promptly and 
efficiently. Everything in 
stock, including all acces- 
sories and our extensive 
line of fine background 
fabrics. 





30 WEST 46th STREET 


CHICAGO—6 EAST LAKE STREET 
St. Louis—Syndicate Trust Bldg. 
Los Angeles—819 Santee Street 
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Accent on 


COLOR 


(In EFFERVESCING action) 


Here’s a New and Beautiful 
MEDIUM for Expressing It! 


Be among the first to 
realize the SALES PO- 
TENTIALITIES inherent 
in this  b-u-b-b-l-i-n-g 
GIANT CHAMPAGNE 
GLASS when used to 
stimulate buying of 
merchandise where 
COLOR plays an im- 
portant part, such as 
new color fashions in 
wearing apparel — be 
they shoes, party 
gowns, tropical clothes 
for the Southern Re- 
sorts, or white ties and 
tails ‘‘after six.” 
a yd —Above is an interesting holiday display for boys' apparel. The background is made of 
Flex-Craft,"" Dennison Manufacturing Company's new board which comes already cut-scored 


party atmosphere is to 
be accentuated. for ease of handling— 


Any color shade is re- 
produced by adding a 
pinch of vegetable dye. ? Ec my . ; 
Thus you can effect a perfect tie-in with any New Organization Ezy-Pleat” produces a panel 26 inches wide 


new color groups. WINE is dominant this season! Enters Field instead of the usual 18-inch width. The 
Gl 20” tall, 13” across top, 9” hollow stem. " ; 7 i ; : 

Black wooden base ponent tla for pro- A new organization—the Ezy-Pleat Com- —— Meee Po a Posi jemi 
ducing bubbles which rise continually through pany, 905 Penn avenue, Pittsburgh, Pa., rn Se eS eee Cones OF chrome 
the stem to top of glass. headed by Harry C. Cohen with thirty years’ ‘°° fit standard width material. 


oe ae eae Current, $45 Direct Cur- experience in display—introduces this month 


Hanging Glass Bubble Balls of all sizes avail- a new product to eliminate the old-time Catalogue Issued 
able for display of merchandise. display drudgery of pleating. 
By Ray Schools 


Universal Novelty Products Co. The self-pleater, called “Ezy-Pleat,” makes ik 

65 MADISON AVE. NEW YORK CITY possible the installation of a perfectly William F. Ray, president, The Ray 
pleated job even by an inexperienced person Schools, 116 South Michigan boulevard, 

in a fraction of the time usually required, it Chicago, has announced a new catalogue 


CUT-OUT LETTERS for DISPLAY WORK is said. The device consists of two flexible describing the scope and function of the in- 
3/32 to 1 inch or more in pot metal strips which snap together top and _ stitution. Copies are available on request. 
Es MAST SSAUTIOVL Fee : bottom and hold the material stretched taut E. J. Berg, well known in the display field, 


Ki r12 More Beautiful . . i . ‘ 
N 2: Less Expen- by its own tension. has charge of the school’s window display 
sive than Hand Standard 36-inch material pleated with and show card courses. 
LIN cut Letters. 
Write ‘<< Samples and Price List 


Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 
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Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet “‘N”, 8 E. 418t St., New York City 


| Novodom Turntable 


Runs 4 Weeks on 
gy — 


NO® ELECTRICITY 


| One Year Guarantee 
FLEISCHER & co. 
West 27th St. 
vnew York City 














Here are the Glamour 
Girls of Tomorrow—New- 
est Attitudes — Latest 
Coiffeures — Exquisite 
Sculpturing. . Write for 
Photographs. Salesmen —Jacob H. Steinberg, attorney representing the International Association of Display Men; 
desired. os cl D. ep core or a —— in gene 8 ge sgt “ wdieat ese re’ be = 
r ives 
DISPLAY EQUIPMENT CORP. Assediatton; rere v wid vt 9 saioout ter’ the ena, a Wier, Sebastian, 
47 WEST 37TH STREET NEW YORK DISPLAY WORLD, looks on. The convention dates have been set as June 25-29— 
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Teague And Stensgaard 
Address Detroit Club 


On November 7 the Detroit Display Club 
presented a pre-view of the Ford Motor 
Company’s world fairs’ display for both the 
New York City and San Francisco events. 
The exhibition, arranged by Fred L. Black, 
director of displays for Ford, was an inter- 
esting part of an evening’s program which 
included such distinguished speakers as 
Walter Dorwin Teague, celebrated artist and 
designer, and W. L. Stensgaard, president, 
W. L. Stensgaard & Associates, Inc., Chi- 
cago. 

Teague,.who has designed a number of the 
displays which will be featured at the two 
fairs, gave a highly interesting explanation 
of the remarkable exhibits ‘to be used by 
Ford. Stensgaard discussed problems pecu- 
liar to the present-day displayman and his 
store management. 

An informal dinner was given in honor of 
Teague prior to the pre-view, and was at- 
tended by more than 100 displayman and 
store executives from many sections of the 
Middle West. 

The complete program for the evening was 
the work of Herbert W. Haupert, who re- 
cently resigned as the club’s secretary. Mor- 
gan A. Parker, Hickey’s Store for Men, has 
been appointed secretary by D. A. Ferguson, 
S. L. Bird & Sons, president. 





New Cleveland Club 
Holds Fine Meeting 


The recently organized Cleveland Display 
Club got off to a fine start the evening of 
October 27 with a splendid educational and 
social program under the auspices of the 
Buckeye Division of the General Electric 
Company, Nela Park, Cleveland. A special 
dinner was given for the club members, plus 
a number of guests from the Canton Display 
Club. An attendance of 175 persons inti- 
mately connected with display in the Cleve- 
land area was registered. Bob Payne, direc- 
tor of sales for the Buckeye Division, ar- 
ranged the program. 

Following the dinner a conducted tour of 
the General Electric Institute was made, and 
the visitors witnessed a demonstration of 
G. E.’s new line of fluorescent lamps and 
spotlights. 

Officers of the Cleveland club are Ed A. 
Osterland, Taylor's, president; J. F. Mul- 
cahey, Fred Harvey's, vice-president; Carl 
W. Schabitzer, Atlas Display Products, Inc., 
secretary; Michael Dai, Lindner Coy, treas- 
urer. 





Nebraska Clothing Company Wins 
Rothmoor Display Contest 


First prize of $100 has been awarded Les 
Blei, Nebraska Clothing Company, Omaha, 
Neb., in the recently concluded display con- 
test sponsored by Rothmoor Coats, Chicago. 
In the same division second and third prizes 
of $50 and $25 respectively went to Richard 
A. Staines, Vandever Dry Goods Company, 
Tulsa, Okla., and Eyerett Quintrell, Elder 
& Johnston Company, Dayton, Ohio. In the 
“B Group” the same amounts were awarded 
to W. Lewis & Co., Champaign, Ill.; The 
Queen City, Marion, Ind., and H. C. Prange 
Company, Green Bay, Wis. 
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MANHATTAN'S SOCIAL SEASON 
INSPIRES TOPICAL DISPLAYS 


[Continued from page 5] 


white, which is the standard background for 
these new Broadway windows. Brown, beige, 
and rust tones are the merchandise colors 
featured here and in an adjoining window, 
while a third display of the series presents 
black and gray habits in the all-white set- 
ting with especially lovely results. The 
carpet throughout is a_ soft, harmonious 
green. " 

“Attention-getting wools” received an 
attention-getting background by Display Di- 
rector Dana O’Clare of Lord & Taylor in a 
dramatic football series under the heading, 
“Excitement on the Sidelines.” Huge, men- 
acing figures of football players ~towered 
from the lowered floors to nearly the full 
height of the windows. These were flat wall 
board cutouts with an additional layer of 
the board applied as shoulder pads, helmet 
pieces, and belt. The hard-visaged faces 
and hands were finished a leathery brown 
and the pants in regulation football khaki. 
The jerseys were actual maroon fabric, em- 
blazoned with white felt numerals. 

The presentation of merchandise was an- 
other attention-getting factor of these win- 
dows. The costumes were draped on flat 
forms suspended by hangers from the tall, 
white wooden goal posts set diagonally 
across the windows. Perched high on this 
structure, the normal sized figure of the 
mannequin appeared doll-like beside the 
mighty gridiron Goliath. For an atmos- 
pheric background, the walls were finished 
in light blue, and the stadium section with 
flying pennants in two tones of gray. 

As a brilliant climax to a series of windows 
dramatizing the activities of the younger 
fashionable set, Display Director Hal Wil- 
liams of Altman’s created a realistic theatre 
setting, as seen in the final photograph. The 
late arrivals to the ballet in the persons of 
two beautifully gowned mannequins and their 
escort in white tie and tails (concealed by 
frame) are posed outside the red velvet the- 
atre box doors watching the performance 
through nail-studded oval windows. Framed 
in one of the openings—and aetually the 
focal point of the entire setting—is the figure 
of the little pink paper ballerina, fairylike 
in the center of the miniature, three-dimen- 
sional stage setting in which she occupies the 
spotlight. 

The window is closed down with black 
fabric and a decorative wood frame covered 
in white paper repeating the name “young 
colony shop” over and over in gray. The 
show card follows the outline of the window 
frame and is inscribed like an invitation card 
with the simple text, “young colony premier 

. echoes of the waltz and air de ballet, 
in crinoline and tulle.” Similar frames were 
used for the five remaining windows depict- 
ing the young sub-debs on their rounds of 
the art galleries, football games, skating 
rink, and night clubs. 





New Display Firm 
For New York 

The National Display Advertising Com- 
pany, | West 39th street, New York City, 
has been formed by David Gottesman, for- 
merly with Union Steel Products Coinpany, 
Albion, Mich. 


ARE YOU USING THE 


DISPLAY WALLBOARDS? 




























Solid Wood Pulp Board is 
designed to meet the exact- 
ing requirements of the lead- 
ers of the Screen Process, 
Sign and Display Industries. 
The unusual high quality of 
this board is the result of 
many years of practical ex- 
perience and research in the 
field 


Note these outstanding 
features: 


® Four thicknesses— 


1/10”—Primetex 
1/8”—Woodcratt 

3/16”—Paramount 

3/10”—Supermount 


© Non-absorbent— 


requires less paint or coat- 
ing. 


© Smooth surface— 


takes process or paint 
doing justice to the most 
detailed figurés and de- 
signs. 


e Will not buckle 


or warp. Already treated 
and sized. 


e Fine, clean edge 


for cut-out letters and other 
products of cutawl ma- 
chines. The cutawl blades 
remain sharp longer as 
there is no gritty substance 
in this board. 


Those who have used this 
specily it repeatedly for dis- 
plays. Why don’t you give it 
a trial? Send for samples. 


Dealers Territories open ex- 
cept in Boston, Philadelphia, 
and Washington, D. C. 


HENRY FUCHS & SON 
215 GREENE ST., NEW YORK 
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OPPORTUNITY 


Manuacturer offers real opportun- 
ity to display fixture salesman with 
executive and sales-promotion ex- 
perience. Must be well acquainted 
in Southwestern territory. Good 
salary. All replies held strictly 
confidential. 


Address “F. S.” 
Care DISPLAY WORLD 








SALESMEN WANTED 


Leading display material house will hire 
thirty men located in all parts of the 
country, experienced in calling on depart- 
ment store and other retail outlets. Draw- 


ing account against commission. 


Address “P. C. D.”’ 
Care DISPLAY WORLD 


FOR SALE 


Mickey Mouse Christmas Display, animated 
full-relief figures of Mickey Mouse and one 
full-relief figure of Minnie Mouse. There are 
three mechanical movements to each; AC motor 
made by Messmore and Damon; six papier 
mache panels, 12 feet long by 6 feet 6 inches 
high by 15 inches deep, of the following subject: 


Mickey’s Candy Shop, Mickey’s Blacksmith 
Shop, Mickey goes Fishing, Mickey and Minnie’s 
gifts, Mickey and Minnie’s Wedding, Goldie- 
locks and the Big Bad Wolf, beautifully col- 
ored, all in first-class condition, made by Old 
King Cole Company. 

Also for sale—the marvelous, animated dio- 
ramas which depict 11 unusual homes inhabited 
by someone today in different parts of the 
world. They are 9 feet long by 6 feet deep 
by 8 feet high and are the finest piece of work 
Messmore and Damon have ever executed. Pic- 
tures of these may be seen on Page 17 in the 
February, 1938, Display World. 

Will sell at close-out price. For further 
information address 


DISPLAY DEPARTMENT 


People’s Outfitting Company 
DETROIT, MICH. 








PAINT SIGNS FOR PROFIT 


Fine lettering, fast with Speedway patterns. 

Modern styles, many sizes. Free samples, liter- 

ature. For three-inch alphabet, enclose nickel. 
DISPLAY LETTERS COMPANY 

8309 3rd Ave. Dept. D Brooklyn, N. Y. 

















POSITION WANTED 


Creative displayman, expert showcard writer, 
backgrounds, versatile. Over 20 years experi- 
ence, national concerns, department store and 
display studios. Presently employed; must be 
permanent. Will settle anywhere. 


D. W. “BOX 88,” care DISPLAY WORLD 
151 5th Ave., New York City. 


POSITION OPEN 
Young man with modern ideas in win- 
dow trimming for up-to-date women’s ap- 
parel store. State salary expected. 
Address “S. D.” 
Care DISPLAY WORLD 














WANT A BETTER JOB? 


LEARN Window and Interior Display, Show- 
ecard Writing, Design Backgrounds, Manufac- 
turers’ Displays, Exhibition Booths. Practical 
instruction by Fifth Avenue Display Experts. 
Free Placement Service. Booklet DW. 


Broadway School 119 West 57th St. 
of Display Arts New York City 


DISPLAYMEN everywhere can make 
substantial income easily in spare time. 
Absolutely no investment. An _ unusual 
opportunity. “D. M.,” BOX 77, care 
DISPLAY WORLD, 151 5th Ave., New 
York City. 














DISPLAYMEN STUDY ART—Exclusive, prac- 
tical, inexpensive Correspondence Courses teach- 
ing the making of Scenic and Decorative Win- 
dow Backgrounds, Posters, Cut Outs, Dioramas, 
Accessories, etc. Learn more, to earn more. 
Literature and reduced rates, for stamp. 


The ENKEBOLL SCHOOL of oe ARTS 
Enkeboll Bldg., Omaha, Neb., U. S. A. 


COURSES in Window and Store Display. Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ- 
ual Advancement. No Correspondence Courses. 


THE RAY SCHOOLS 


William F. Ray, Pres. “Jim” Berg, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 














ADVERTISING — HOME STUDY-—tThe Adver- 
tising Miuded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266B Chicago 





MAKE YOUR OWN BLOWUPS!! 


Liven up your displays with GIANT PHOTOS. 
They are easy and economical to make in your 
own department. Send today for Free Circular. 
Complete Illustrated Instructions only $1 


FOGARTY 


1689-D Capitol Ave. Bridgeport, Conn. 














DISPLAYMAN 


Well-versed and experienced in modern display 
promotion, would appreciaté correspondence from 
a progressive store having an opening. Qualified 
to fulfill all requirements. Am industrious, ag- 
gressive, and ambitious. South preferred. Ex- 
cellent references. 

Address “SK-11,” care DISPLAY WORLD 











LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienced teachers. Inten- 
sive short courses. Practical, individual work 
in each subject. Tow tuition. Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
39 W. Adams St. Chicago, Ill. 
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Question: Will you please describe some 
method of making embossed show cards— 
something that will not require special 
equipment? We would like to use such 
cards occasionally—Lafayette, Ind. 

Answer: While an embossing machine 
would naturally be recommended primarily 
for such work, a method used successfully 
several years ago will probably prove satis- 
factory for your requirements. The oily 
special equipment needed is a photographer's 
embossing tool, which is simply a handle 
with a movable steel ball fitted into the end. 
It can be purchased at low cost from any 
photographers’ supply house. 

Cut the desired design in a sheet of 8-ply 
cardboard. Also trace the design on the 
back of the card to be used, to insure ac- 
curacy. The card to be embossed is then 
laid face down on the stencil and the de- 
sign is gone over with the embossing tool. 
Be sure to rub gently. The design is thus 
pressed into the stencil and the card is per- 
manently embossed. Tinting can be done 
with an airbrush, if this is desired. 


Question: Can you tell me when the first 
“theatrical lighting” was used in display. | 
need this information for a talk I am pre- 
paring.—Clarendon, Iowa. 

Answer: Undoubtedly one of the first at- 
tempts at this form of lighting was used by 
H. L. Winfield, at that time with Berg 
Brothers, Philadelphia, Pa., back in 1916. 
Two windows, one for a horse show and 
another for June brides, were equipped with 
concealed troughs with reflectors and lamps, 
arranged at the front of the windows and 
throwing the light upward and back on the 
wax figures. No other illumination was em- 
ployed. The lighting treatment was so un- 
usual for that time that it caused a great 
amount of comment among displaymen. 


Question: I wish to make a display in 
which I will need to use papier mache. Will 
you please send me the formula and list of 
materials needed for this? Also I want to 
make some snowcloth for my Christmas dis- 
plays. What can I use for the background 
and what do you use to make the mica ad- 
here to the cloth?—Wharton, Texas. 

Answer: The following is quoted from 
“Henley’s Twentieth Century Book” of for- 
mulas: “The following are the ingredients 
necessary to make a lump of papier mache 
a little larger than an ordinary baseball and 
weighing 17 ounces ; wet paper pulp, 4 ounces; 
dry paper, 1 ounce; water, 3 ounces; dry 
plaster of Paris, 8 ounces; hot glue, % gill 
or about 4% tablespoonfuls. 

“While the paper pulp is being prepared, 
melt some best Irish glue in the glue pot and 
make it of the same thickness and general 
consistency as that used by cabinet makers. 
On taking the paper pulp from the water, 
squeeze it gently but do not try to dry it. 
Put in a bowl, add about three tablespoonfuls 
of the hot glue, and stir the mass up into 
a soft and very sticky paste. Add the plaster 
of Paris and mix thoroughly. By the time 
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about 3 ounces of the plaster have been 
ysed, the mass is so dry and thick that it 
can hardly be worked. Add the remainder 
of the glue, work it up again until it be- 
comes sticky once more, and then add the 
remainder of the plaster. Squeeze it vigor- 
ously through the fingers to thoroughly mix 
the mass, and work it until free from lumps, 
fnely kneaded and sticky enough to adhere 
to the surface of a planed board. If it is too 
dry to stick fast, add a few drops of either 
glue or water, and work it up again. When 
the paper pulp is poor and the mache is 
inclined to be lumpy, lay the mass upon a 
smooth board, take a hammer and pound it 
hard to grind’ it up fine. 

“If the papier mache is not sticky enough 
to adhere firmly to whatever it is rubbed 
on, it is a failure, and requires more glue. 
In using it the mass should be kept in a 
lump and used as soon as possible after 
making. Keep the surface moist by means 
of a wet cloth laid over it. If it is to be 
kept over-night or longer, wrap it in sev- 
eral thicknesses of wet cotton cloth and put 
under an inverted bowl. If it is desired to 
keep a lump for a week, to use daily, add a 
few drops of glycerine when making so that 
it will dry more slowly.” 

As for snowcloth, this can be purchased 
very reasonably from practically any display 
supply house. However, you can make your 
own if you wish. Use cheese cloth for the 
base fabric. Cover this with a “flock” binder 
such as that furnished by Sherwin-Williams. 
The mica particles are then applied by air 
gun, or if this is not available, by hand. You 
could also use a “Lastex’’ cement for the 
binder, but this would probably be a bit more 
expensive. Elsewhere in this issue you wil 
find an article on “Flock for Christmas Dis- 
play” by H. H. Menefee, which will give you 
other suggestions which you will find valu- 
able. 





Firestone Plans 
Fair Exhibit 


One of the most unusual and interesting 
buildings and exhibits yet designed for the 
New York World's Fair, 1939, is that of 
the Firestone Tire & Rubber Company. The 
exhibit building and grounds will cover three 
and a half acres, and will depict not only a 
most fascinating story of rubber in visual 
form but also will include a full scale tire 
factory in operation. In addition, it will 
demonstrate the essential part rubber has 
come to play in every-day life. 

But the most unique and appealing part of 
the Firestone exhibit will be the actual life- 
Size reproduction of a thriving American 
farm, live-stock, farm hands and all. In the 
midst of a vast exposition whose theme is 
ultra’ modern, this farm will provide an 
atmosphere and setting that is bound to at- 
tract and give pleasure to millions. Through 
the farmyard will flow a stream crossed by 
a covered bridge. Cattle, sheep, pigs, chick- 
ens, ducks and other livestock will roam 
the fields. 

This part of the exhibit will demonstrate 
how the American farm has become modern- 
zed by the adoption of pneumatic tires to 
évery kind of wheeled farm implement and 
will call attention to the pioneering work 
Which Firestone has done in making farm 
Work of today easier and more economical. 
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FLEAG°AC TION 


REVOLVING 


andLIGH TING 


CHRISTMAS TREE 
DISPLAY STAND 


Give novelty to your Christmas displays with this 
latest FLEXO-ACTION mechanism. It revolves 
a real Christmas Tree, keeps the tree fresh, and 
transmits current tothe lights! Never before offer- 
ed, this display will attract andhold attention to Yule 
windows and counters. Tree stands in water. Electric 
capacity up tol,000 watts! Has friction top! Complete, 
compact, reasonably priced. Any current. Can also 
be used the year ‘round for other lighting displays 


que TREE 


. LIG 


weighing up to 75 pounds. Send for literature today. 


RE: “ 
Nee ftiadl MERKLE-KORFF GEAR CO. 


211 North Morgan Street 
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T. M. Reg. App. for 


is a ready made background. 
9’.0" and 7’-0” wide, in 50 yd. rolls or less. 
WHITE - RED - BLUE - GREY - BUFF 


BLISS DISPLAY 


Color Book and Prices on request 


BLISS DISPLAY CORP., 460 W. 34th STREET, N. Y. C. 





The exhibit building will house a modern 
tire factory actually in operation and pro- 
ducing a finished tire every four minutes. 
Manned by skilled craftsmen, the tire pro- 
duction line, showing every operation from 
crude rubber preparation to the finished 
product, will be arranged so that every vis- 
itor can watch the various operations from 
an unobstructed and uncrowded viewpoint. 








You spend good 
money for adver- 


ARDBOARD money for adver. 
e « EASELS counter ai 2 


dise displays. 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write tor samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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Fur Week Display Winners 
To Receive Awards 

One hundred dollars in prize money wif 
be awarded for the four best window dis. 
plays featuring National Fur Week, which 
covered the period of November 9-14. The 
awards will be $50, $25, $15, and $10 respec- 


Display’s Great Monthly Digest 
tively. Each entry must bear the name 
a * 7, j . : of 
R. H. Macy & Co., New York City, was the store, display manager, and fur buyer, 


4 E R V 5 Cc E experimenting with concave glass in one ang must be received at National Fur Week 
Et U F = A U window in an attempt to overcome reflec- headquarters by December 4. As many en- 
tions. The Macy display staff at tent time = 15, on desired may be submitted by each 

The DISPLAY WORLD Service Bureau will consisted of thirteen individuals. store. 
be glad to supply the latest authentic informa- J. J. Hannigan, formerly with Macy's, 
nen Blagny Prag renin A $3 ~ display line in joined the Lord & Taylor display department. 
: ee > ae one C. B. Meyer, for some time connected with 


your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information the Chicago office cf Hugh Lyons & Co., 
Lansing, Mich., became the firm’s repre- 


you want on file, we’ll find out Zor you. Avail 
sentative in Ohio. 


DisPlay 
Woriad 


TWENTY-FIVE YEARS AGO 
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yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


i 








C? Air Brushes 
CL) Airpainting Equipment 
Ci Animated Signs 
0 Artificial Flowers 
() Artificial Snow 
CL] Backgrounds 
(J Background Colors 
CL] Background Coverings 
(J Booths, Floats and Exhibits 
() Brushes and Pens 
() Card & Mat Board 
_) Cardwriters’ Materials 
() Color Lighting 
() Crepe Papers 
CL) Cut-out Letters 
L) Cutting Machines 
[} Decorative Papers 
CD Decalcomania 
(J Display Furniture 
[] Display Forms 
([) Display Racks 
() Drawing Boards 
() Eularging Projectors 
Cj Fabrics and Trimmings 
Fixtures 
Flags and Banners 
U Foils 
Cl] Grass Mats 
[] Hosiery & Shoe Forms 
(] Invisible Glass 
() Lacquering Outfits - 
CL) Lamp Coloring 
() Lithographed Displays 
[) Mannequins 
() Mouldings 
(1) Metal Sheets 
[) Millinery Heads 
{J Motion Displays 
(0 Motion Mechanisms 
[) Natural Foliage 
(CS Pageants & Exhibits 
[) Plaques (Window) 
[) Papier Mache Specialties 
C) Photographic Blowups 
' Plastic and Composition Pieces 
(0 Price Cards—Tickets 
CL) Price Ticket Holders 
[} Sale Banners 
() Socks—Window 
C] Show Cards 
CJ Show Card Colors 
(J Show Cases 
() Show Case Lighting 
(J Signs—Card Holders 
{) Signs—Brass—Bronze 
(1) Signs—Electric 
[? Sleeve Forms 
L] Stencil Outfits 
[] Stock Posters 
[} Store Designing 
[} Store Fronts 
CL) Tackers 
() Time Switches 
(} Turntables 
() Valances 
CL] Wall Board 
() Window Drapes 
[) Window Lighting 
(J Wood Carvings 


[1] Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
(0 Do you plan to build a store soon? 
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Harry Bird, Wanamaker’s, New York City, 
sailed with his wife on the Lusitania for a 
trip to Europe. Joseph Campbell, his first 
assistant, assumed charge of the department 
during Bird’s absence. 

Fifteen Dallas displaymen organized the 
first local association of retail displaymen 
ever to be formed in Texas. L. A. Rogers 
was made president; H. Horwitz, vice- 
president; F. A. Smith, secretary, and D. 
Byrd Coleman, treasurer. 

Lawrence McArdle joined the staff of 
Frederick Loeser & Co., Brooklyn, N. Y. 

Harry H. Sitner, for six years with 
Michael Brothers, Athens, Ga., resigned to 
become display manager for Albert Mendel 
& Co., Hot Springs, Ark. 

The Joliet (Ill.) Window Trimmers Asso- 
ciation was formed, with the following offi- 
cers: Fred J. Pratt, president; Frank Jun- 
gel, vice-president; J. A. Mitchell, secretary- 
treasurer. 


TEN YEARS AGO 


The Southern Association of Display Men 
held its annual banquet at the Winecoff 
hotel, Atlanta, Ga. Sixteen members were 
present. 

The Portland (Ore.) Display Mens Club 
was addressed by W. L. Stensgaard, then 
president of the International Association of 
Display Men. 

Carl Gestrine, formerly with the P. & M. 
Stores, Chicago, became a member of the 
display staff of Montgomery Ward & Co. 

The national display contest sponsored by 
Mallory Hat Company was won by Harry G. 
Walker, Hub Clothiers, Wichita Falls, 
Texas; he received $200 and a silver cup. 
First prizes in other divisions were won by 
Clement Kieffer, Jr.. The Kleinhans Com- 
pany, Buffalo, N. Y., and Clarence E. Duff, 
William Erlanger Company, East Liverpool, 
Ohio. 

A “shirt forming contest” featured a meet- 
ing of the Chicago Display Club. Among the 
competitors were Karl A. Schlect, Bedell’s; 
Roy Longenbaugh, Eagle Stores; Ollie 
James, Rosenberg’s, Evanston; Leo Johnson, 
The Johnson Company; Carl Gestrine and 
Don Rogers, Montgomery Ward & Co.; Sol 
Fisher, Fisher Display Service, and H. E. 
Oehler, Wieboldt’s. 

Fred Johansen resigned from The Lanson 
Company, Inc., New York City, to become 
display manager for the John Shillito Com- 
pany, Cincinnati, Ohio. 
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Ace Paper Co., The 
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Chicago Cardboard Co 
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